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PREFACE 
 
In 2007 and 2008, TCRC conducted surveys on trends in the flight catering industry. 
This year, the current economic downturn has become a major concern in the industry. 
Therefore, as part of the annual report on trends in the industry, we conducted interviews 
with 90 interviewees during the ITCA Trade Show and Conference February 11-13, 2009 in 
Barcelona, Spain to have an understanding of the industry professionals’ opinion on the 
impacts of the downturn on the travel catering industry.  
 
The industry professionals revealed that reduced passenger numbers have caused 
major cost-cutting, changes in consumer behaviour and changes in the supply-chain 
relationship. While it is believed that all sectors and regions are affected, the impact varied 
in severity and dimensions for different sectors and regions. Five main suggestions were 
offered by the industry on how we could manage the current situation: Innovation, Client 
Relationships, Revised Marketing Strategy, Rethinking Business Practice, and Balancing 
Cost and Quality. 
 
Thank you to everyone who has participated in the interviews. 
 
 
Prof. Peter Jones 
May 2009 
 
ITCA Chair Production and Operations Management 
Travel Catering Research Centre 
University of Surrey 
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EXECUTIVE SUMMARY 
 
During the ITCA Trade Show and Conference in Barcelona, Spain February 11-13, 
2009, TCRC conducted 90 face-to-face interviews with attending practitioners from all over 
the world (Europe, 57%; North America, 15%; Asia, 15%; Middle East, 10%; Latin 
America, 2%; and Africa, 1%). The respondents are also representations of all sectors of the 
travel catering industry: Operators (Airlines 22%; Rail, 4%), Caterers (19%), and Suppliers 
(Food, 27%; Non-food, 28%). This report identifies these respondents’ opinion on the 
impacts of the economic downturn in the travel catering industry. 
 
Overall Impacts. The number of passengers is visibly reduced, causing flight 
cancellations and reductions, creating pressure on fares and leading to major cost cutting. 
Passengers confidence (e.g. mainly due to unemployment rate and media exposure) is 
reported to be the main factor for the reduced passenger numbers. Customers changed their 
consumption habit by switching to cheaper alternatives and demanding more value for 
money. Therefore, companies are forced to reduce cost while maintaining the standard. 
Furthermore, re-organisation, re-grouping and other relationship and partnership efforts 
currently take place within the industry. Within the supply-chain, there is a major change in 
purchasing attitudes. This mainly is in finding cheaper solutions to reduce cost. Finally, 
respondents pointed out the significant impact of currency exchange in their operations. 
 
Impacts within Sectors. Some of the respondents believe that all sectors are equally 
affected by the current downturn, whereas some of the respondents suggested that the 
impact felt by various sectors are different. Nevertheless, the impacts felt are likely to be 
chain reactions among the operators – caterers - suppliers. Scheduled airlines are reported to 
be impacted the most due to the decrease of the business class passengers.  
 
Impacts within Regions. All regions of the world are impacted by the economic 
downturn, although different regions are likely to have different degrees and dimensions of 
impacts. The respondents suggested that America, followed by Western Europe are the 
regions affected the most, whereas Asia, Middle East and Latin America also receive slight 
impact in which their growth has also slowed down. In general, the respondents believe that 
the impact of the economic downturn is felt by globally as ripple effects and indeed is part 
of globalisation.  
 
Timing of the Impacts. More than half of respondents believe that the impact of the 
economic downturn will have a short term impact, and expected that recovery will take 
place in less than two years. Meanwhile, about a quarter of the respondents foresee that the 
current situation will last between 2-5 years. Nevertheless, nearly all respondents agreed 
that this year – the year of 2009- will be a year of wait and see for what is to come.  
 
Suggested Solutions by the Respondents. Five themes of solutions have emerged 
from the respondents suggestions: Innovation, Client Relationships, Revised Marketing 
Strategy, Rethinking Business Practice, and Balancing Cost and Quality.  
 
Despite the current challenge, most respondents were optimistic and believe that the 
current crisis is of a cyclical nature and is mainly due to the external circumstance outside 
of the industry. They suggested that it is a learning process, a time for opportunity and time 
for correction to evaluate one’s system (i.e. business model/concept), plan and strategies.  
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THE IMPACT OF ECONOMIC DOWNTURN IN THE TRAVEL CATERING 
INDUSTRY 
 
I. INTRODUCTION 
 
This report provides an illustration of the respondents’ opinion on the impacts of the 
economic downturn in the travel catering industry. During the ITCA Trade Show and 
Conference in Barcelona, Spain February 11-13, 2009, TCRC conducted 90 brief interviews 
with attending practitioners from all over the world (Europe, 57%; North America, 15%; 
Asia, 15%; Middle East, 10%; Latin America, 2%; and Africa, 1%). The respondents are 
also representations of all sectors of the travel catering industry: Operators (Airlines 22%; 
Rail, 4%), Caterers (19%), and Suppliers (Food, 27%; Non-food, 28%). 
 
During the interview, five main questions asked were:  
• What are the impacts of the economic downturn in the travel catering industry?  
• Are these impacts similar or different across sectors?  
o If different, how are they different?  
• Are these impacts similar or different across regions?  
o If different, how are they different?  
• How long will this impact last? 
• How could the industry manage the current situation?  
 
Based on these five questions, this report is in five main sections:  
1) Overall Impacts;  
2) Impacts within Sectors; 
3) Impacts within Regions; 
4) Timing of Impacts; and  
5) Managing the Impacts.  
 
In each section, the respondents’ opinions are presented using their own words on 
what they believe to be the impacts of the current economy downturn in the travel catering 
industry. 
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II. OVERALL IMPACTS 
 
The respondents were asked on what they think were the impacts of the current 
economic downturn in the travel catering industry. The highlighted main impacts by the 
respondents are reduction in passenger numbers, a focus on costs changes in consumer 
behaviours and changes in purchasing behaviours.  
 
REDUCTION IN PASSENGER NUMBERS 
 
Respondents suggested that the current downturn has gradually shown its impact in 
the industry. As shared by European Rail Respondent 4, “The impact is becoming more 
significant. It was fairly slow to have an impact at first but now we're really seeing the 
effect… We are not actually having passengers travelling, first and now the numbers visibly 
travelling are reducing… so, it's starting to have a real impact on us”. Latin American 
Airlines Respondent 91 also stated that “we first saw a very significant drop in the cargo 
business and now we're starting to see it in the passenger business.” 
 
Indeed, the first tangible impact felt is the reduction in passenger number. This 
overall impact is felt throughout the industry. European Airlines Respondent 84 stated that, 
“bottom line, everyone is facing the same problem now that we have less passengers.” 
Similar comments were echoed throughout: 
 
“The number of passengers is decreasing quite a lot…and the incomes are 
also decreasing.” (Middle Eastern Airlines Respondent 78) 
 
“We have noticed a reduced number of passengers… there are less people 
travelling… there are just not enough money going around…” (African 
Airlines Respondent 35)  
 
“It's the actual reduction in numbers of people travelling, which seems to 
be accelerating.” (European Rail Respondent 4) 
 
“Actually number of passengers has been decreased… this includes the number of 
passengers we lost in the last three months only.” (Middle Eastern Airlines 
Respondent 73). 
 
“This financial mountain… is a really bad one… because most of the airlines are 
facing a reduction of passengers travelling.” (Asian Non-Food Supplier Respondent 
46). 
 
As European Airlines Respondent 84 commented on the reduction in their 
company’s passenger number, “We are facing the fact that we have a decrease about 3-6% 
on passengers worldwide, on business travellers or business class travellers about 22% as 
far we know at the moment. In business class – there is a deep impact, and on economy - it's  
just a question of capacity.” 
 
Gradually, this impact has a ripple effect in the industry. As “there will be less 
people doing the travelling so … it will affects the passenger flows for the worldwide airline 
groups.” (Asian Non-Food Supplier Respondent 33). It is only natural that the reduction in 
passenger numbers will spark other changes within the industry. These include “reduction 
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of flights” (Middle Eastern Airlines Respondent 73; European Airlines Respondent 77), 
“cancellations of flights” (Middle Eastern Food Supplier Respondent 23), and also “a lot of 
re-grouping…and reviewing flight schedules” (European Airlines Respondent 77). Middle 
Eastern Food Supplier Respondent 23 shared his view that “the biggest impact is just flight 
reduction … the number of seats is 20-30% less than there was a year or 6 months ago… 
mainly they're reducing the business and first class.” 
 
Furthermore, the decrease in passenger numbers also has impact on the revenue or 
profit of the industry. Asian Non-Food Supplier Respondent 46 shared that “because of the 
major reduction in passenger numbers, it's tightening of cash everywhere around the 
world”. Of similar page, European Food Supplier Respondent 83 stated that “Clearly, 
there's going to be a financial impact because fewer people are travelling.” Also, because 
there are less passengers in first and business class, the stream of income is impacted. As 
European Caterer Respondent 1 shared, “You've got less of those sorts of passengers 
travelling; therefore there isn't the same level of income coming into the airline.” He 
summarizes the ripple effect that is happening: “Less volume…less passengers… less 
flights… less meals.” (European Caterer Respondent 1). 
 
COST FOCUS 
 
In turn, the reduction in passenger numbers and income increases pressure on the 
fare leading to major cost cutting. In a matter of fact, what’s happening in the industry now 
is that everyone without exception is cutting down cost. As European Food Supplier 
Respondent 26 suggested: “everybody's looking for discounts… because they have less 
passengers.” Indeed, the industry is “trying to reduce costs to cope with that” (North 
American Caterer Respondent 55). As North American Caterer Respondent 5 noted, “the 
bottom line is that it all comes down to money, everyone is trying to reduce costs.” Other 
respondents communicated similar concerns:  
 
“Many companies are cutting down the costs … they're cutting costs … 
all over.” (European Food Supplier Respondent 26) 
 
“The big downturn is that it's all of a cost-cost-cost.” (European Non-
Food Supplier Respondent 63) 
 
“We're cost- cost-cutting, it just focuses the mind…looking at cost-
cutting within money terms“ (European Non-Food Supplier Respondent 
63). 
 
Based on the respondents’ comments, airlines are impacted the most within the 
supply-chain thus, the cost – cutting pressure is mainly on the airlines. The followings are 
two examples of their comments:  
 
“The airline - they're just not making profit, the amounts of money 
they’re losing is phenomenal” (North American Caterer Respondent 5) 
 
“A lot of airlines, especially, are trying to look at cheaper operating 
costs” (Asian Non-Food Supplier Respondent 46) 
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It is apparent that "the cost-cutting of the airlines - it will affect the industry.” 
(European Caterer Respondent 42). As European Caterer Respondent 1 suggested, there are 
“more pressure on fare probably for the airlines, therefore the airlines are looking to save 
cost in catering.” Nevertheless, according to North American Caterer Respondent 5, the 
airlines need to do “something about that, but the catering is not really the only solution to 
that, it's such a small piece of the equation.”  
 
Other stakeholders in the supply chain need to adapt to the current situation the 
airlines are facing. European Food Supplier Respondent 52 explained that “it will have an 
impact because airlines will be forced or will be willing to survive so there is a need to cut 
down expenses and maybe less of flights to gets flights as full as possible so this will have 
an impact on all the suppliers to the airline as well.” North American Caterer Respondent 
29 provided an example, “specifically being caterers, a lot of our customers have come 
back to us asking us to reduce costs and find ways to do things cheaper and more 
economically.” Asian Caterer Respondent 43 had similar experience: “as caterers, we are 
facing a lot of problems. All the raw material cost has increased but we cannot demand or 
we cannot increase the rates of the airline because the airline is not in position to pay so we 
have to control the cost and some other things.“ Therefore, at the end of the day, European 
Rail Respondent 4 suggested that there is a need “for us to respond very quickly to draw 
down costs.” 
 
CHANGES IN CONSUMERS BEHAVIOURS 
 
Customers are switching to more economical alternatives: both looking into cheaper 
transportation alternatives and also trading down from the premium to standards products 
and/or services. African Airlines Respondent 35 described the situation: “People are 
looking to other avenues of travel… the generality of people…a lot of air travel passengers 
… consider flight to be an elitist thing, so obviously is chosen when you have the money 
then you go by air but if you don't you find an alternative. So, it just makes them move into 
cheaper ones…e.g. they turn to those avenues … like road transport, sea transport.” 
Similarly, European Non-Food Supplier Respondent 2 suggested that “with a drop in 
passenger numbers, aviation industry is going to suffer… because people are switching to 
cheaper alternatives for example, taking the train.”  
 
As previously discussed, airlines did not only see the decrease in volume, but also 
the movement from premium to standard class. European Food Supplier Respondent 75 
explained that “most of the airlines are noticing a move downgrading so they're perhaps 
30% down on business class, first class down to business class, business class down to 
economy and as we service the business class part of the industry, yes it has an immediate 
effect on us in volumes.”  
 
Clearly, major reduction in premium class travel is a major impact of the economic 
downturn. According to European Non-Food Supplier Respondent 65, the reason that “the 
airlines are affected is because a lot of premium traffic, first class, business class, is 
breaking away, people have to fly but they fly economy” Indeed, “a lot of people are 
trading down from business class to economy class”(European Food Supplier Respondent 
27). Furthermore, European Caterer Respondent 72 agreed that “business class will suffer 
the most and first the premium cabins.”  
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European Airlines Respondent 51 illustrated the situation: “for the airlines, it's 
definitely affecting the premier class because a lot of travelling based on the premier class 
give you the yield, now … you can see the yield coming down as well for the airlines… so 
the majority of these travellers in the premium classes - business and first classes… 
overnight, you can see all these are gone.  So definitely there's a big impact and that will 
affect the yield as well for the airlines as well for the caterers.” (European Airlines 
Respondent 51)  
 
European Rail Respondent 4 added that even if the passengers still fly, “a lot of our 
customers are trading down from First into Standard.” Thus, he suggested that “it does 
seem that the really low-cost carriers are still doing OK, where it's hitting the mainstream 
carriers is a reduction in passengers overall, but also again lots of customers trading 
down.” 
 
Beyond trading down, it is also apparent that there are changes in customers’ 
demand (i.e. requesting for value added products and services) and in consumers’ habits 
(e.g. consuming and staying at home vs. travelling and consuming on board). “It's a fairly 
serious problem”, according to European Non-Food Supplier Respondent 7, “because 
people are not flying as much, people are looking to economise.” He added that even 
though, “people are still going to travel; they're probably going to be even more focussed 
on cost of that travel than they were before. If they get the right fare, people may be willing 
to accept less – this is also in terms of onboard service.” Agreeing with this, Respondent 4 
suggested that “they also see a reduction in the way that people are spending, certainly in 
terms of on-board rail retail.”   
 
Even if people still travel, or can afford to travel, their consumption behaviours will 
change. As European Food Supplier Respondent 12 suggested that perhaps “people want to 
spend money on other things maybe, not on travelling.” European Food Supplier 
Respondent 13 also suggested that “even if people are still moving, they won't move as 
much as they used to do before specially business people. Instead of moving 2 or 3 people at 
the same time, maybe only 1 person will go, so the most interesting business which is 
business-class and first-class - …there's going to be a drop on that”. Furthermore, North 
American Caterer Respondent 5 explained that “the business traveller is not flying business 
anymore. Anything less than 10 hours, they do not fly business any more, their companies 
are only paying for economy.” European Caterer Respondent 72 suggested that the fact that 
there will be “less people travelling in business class,” this travellers will also “travel on 
the low-cost and buy a lot less onboard.” Clearly, for those airlines “relying a long time on 
the business-class passenger are now having problem because these passengers now are 
“sitting in the back of the plane” (North American Caterer Respondent 6). 
 
The drop in business travellers is only one side of the story. Although North 
American Non-Food Supplier Respondent 31 agreed that “the businesses are not sending 
people out to do sales calls”, he also pointed out that “families are not travelling as much.” 
According to North American Caterer Respondent 5, “the problem is that the leisure 
traveller – they are struggling to pay their mortgages and keep up with the credit card 
debts, so they're not flying as much.” [see: Unemployment Rate Section]. 
 
Because of the above, there will be changes in consumer’s behaviours. As European 
Rail Respondent 4 suggested, “there'll be changes… because hypothetically people may 
have been prepared to spend £5 as a throwaway, they may now only be prepared to spend 
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£4…so people are going to make choices, for example, there is a downturn in the bottled 
water market. All of those types of things are telling us that people are making alternative 
choices where they can do things from home they will, they're starting to makes 
judgements.” European Rail Respondent 4  
 
“What's happened”, according to European Non-Food Supplier Respondent 2, “ is 
that people are cutting costs and they're switching to cheaper alternatives.” As European 
Food Supplier Respondent 75 provided an example, while on ground “there is a switch 
from food service to take-home packs, for example people are eating at home rather than 
going out eating, on air in flight services, there's a general move to cut out any extras for 
anything that would be considered to be an extra., e.g. ice-cream and such.” Another 
examples was given by European Food Supplier Respondent 25: “For example, …people 
drink wines for sure but they will change their habits, maybe they would buy a expensive 
wines and they will drink it at home with their friends whereas for the popular and premium 
sector, … the demand will be growing there… people will buy less expensive but they will 
expect more from the wine.” 
 
CHANGES IN SUPPLY-CHAIN RELATIONSHIPS 
 
Middle Eastern Airlines Respondent 90 is aware that there is a big need to reduce 
cost within the industry. He stated: “We have to reduce costs a lot… we have to think of 
newer things to do to reduce costs.” Similarly, North American Airlines Respondent 85 
pointed out that “rising costs is affecting everyone… you can't go over budget, you're only 
working with a limited amount of money”. 
 
Cost-Cutting Actions 
 
So, how have our industry handled the need to cut cost thus far? European Airlines 
Respondent 77 provided a general view by stating “just review our costs, try and take any 
extra costs out of the business and make sure that we are supporting our customers.” A few 
other respondents provided more specific responses. According to European Non-Food 
Supplier Respondent 59, “a lot of airlines - not closing but they reduce the flights.” 
European Food Supplier Respondent 13 suggested that “the airlines will cut their costs on 
in-flight catering like meals.”  
 
To response to the need to cut cost, according to North American Airlines 
Respondent 85, “we have to find a way to get the job done by cutting costs somewhere so, 
some areas might have to be eliminated or suffer.” As an example, European Non-Food 
Supplier Respondent 63 said that “it's not all about cutting jobs, but there's an awful lot of 
waste within the industry itself,… if it could be taken out then probably it is possible to 
leave the people in their jobs.” Similarly, “some caterers switching of - or airlines 
switching caterers so and for airlines they have to cut flights or have less costs” (European 
Food Supplier Respondent 27).  
 
At this time, “if airlines want to attract…grow their market share in a declining 
industry, it's all about looking at the airlines that are failing and trying to take their 
customers and take their services, etc” (European Caterer Respondent 57). While for some 
it may be opportunity time, for most it is a critical. If the company is not able to cut enough 
cost, “ultimately there will be business failures” (European Food Suppliers Respondent 83). 
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In fact, European Food Supplier Respondent 12 noted that “all airlines seem to be going 
down and losing money and firing people.”  
 
Some respondents suggested that some companies were able to cope with the 
situation. For example, European Airlines Respondent 77 also notices “a lot of re-
grouping…reduction in flights, redundancies and …reviewing flight schedules.” European 
Rail Respondent 79 also suggests that “major airlines will reduce the number of seats 
available by cutting certain routes and also more sharing of co-share with different 
airlines.” 
 
Indeed, the industry has also concentrated its cost-cutting effort into mergers, 
consolidations, etc. As North American Caterer Respondent 40 suggested, “there have been 
a lot of mergers, so that maybe they can reduce the costs”. European Food Supplier 
Respondent 83 also pointed out there are “consolidations of airlines, but also 
consolidations of flight caterers too.” Indeed, the industry at the moment, are looking into 
“the systems and the processes and everything else, to merge, have alliances with other 
airlines.”  
 
Yet a few other respondents suggest that co-operation and partnership could be the 
answer. For example, while Middle Eastern Caterer Respondent 6 noted that “the impact 
will be probably consolidation”, he also points out that “there will also be a change on the 
supply chain that's happening now for logistics where people are working more on 
partnership, relation-based activities versus selling a product and running.” In fact, 
according to North American Caterer Respondent 5, “the clever providers have looked at 
how they can partner with somebody else…, but others that haven't done that are gone so 
you see lots of kitchens closing … lots of the mergers happening.” 
 
Furthermore, Middle Eastern Caterer Respondent 6 shared that “there's a flattening 
of organisations so that there's quicker decision process that happens, and there's more 
effective process that happens for a decision-based, they realise people have to be very 
quick on the decisions, lead-times are different in the supply chain so where there's an 
expectation where people hold a large volume of stock, now they won't so the expectation 
will be on a supplier based relationship that they can actually get product quick in fast, and 
new product development in shorter lead-times”. He concludes by stating that: “So the 
whole supply chain is changed… which is good for the industry.”  
 
Clearly, “good relationships and partnerships are the essence for this period to get 
along between the chain of supply” (Latin American Airlines Respondent 91). He further 
suggests that “honest relationship, partnerships and win-win relationships… are the key to 
solve this issue.” [also see: Client Relationship Section]. 
 
Many respondents agreed with North American Airlines Respondent 86 who stated 
that there is a need to “take cost out of the supply chain.” Yet, how to handle it well is a 
challenge in itself. As North American Caterer Respondent 39 honestly shared, “there is a 
lot to be done, but I'm not quite sure what the option would be” He then provided one 
suggestion to “look at new proposals to lower costs.” North American Caterer Respondent 
5 pointed out that “we have to be smarter and leaner and better about the way we do things 
otherwise we're out of business.” Middle Eastern Non-Food Supplier Respondent 68 agreed 
and stated that we need to “cut excess, cut wastage - we've just got to be smarter at what we 
do, we've got to have better supplies but from our side, from suppliers, we have to look at 
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supplying products for example which are more concentrated, are more cost-effective, and 
so on and so on.” [see: Innovation Section].  
 
One of the problems with the cost cutting exercise is that it is not always in line with 
maintaining the quality and level of service. European Rail Respondent 79 illustrated this 
point: “everyone's looking at costs and unfortunately most of the costs they look at will 
impact on the customer or the passenger who's buying the ticket.” Latin American Airlines 
Respondent 87 also acknowledged that “the industry have to struggle to maintain the level 
of services because usually as stakeholders need to cut costs and the easiest way to cut costs 
is cutting costs in the onboard services that you may cut cost without significantly 
downturn- downgrading the service.”  
 
In reality however, it is not always easy. For example, “Airlines trying to save 
money, at the same time trying to maintain the service probably. I think as a result though, 
some airlines probably will start taking services off if they can't save sufficient costs 
through reduction” (European Caterer Respondent 1). For this reason, Latin American 
Airlines Respondent 87 suggested a strategy in which not “to reduce costs by downgrading 
the service but to be more efficient, productive and to get the also the opportunities that a 
crisis gives you to maintain our level of service but to be more efficient.”  
 
On similar page, European Food Supplier Respondent 27 suggested that “you can 
always do some cost savings, of course, but make sure your business maintains as it is, 
make sure that the customer should you supply to, keep them happy and maintain the 
business you have basically…maintain your service level.” In fact, one respondent from the 
aviation industry suggested that “we are here to look for new products, but we have to save 
costs so we are looking for the same quality as we have today but cheaper and perhaps 
smarter solutions.” Balancing cost and quality or service is therefore now a necessary task. 
[see: Balancing Cost and Quality Section]. 
 
From Premium to Standard Class 
 
This has visible affects on the onboard meal offers, as airlines are forced to trade 
down from premium class to standard class. According to European Food Supplier 
Respondent 13, “the airlines will cut their costs on in-flight catering like meals in business-
class and economy-class and the last few flights …. they already started to cut down on the 
business - even on the business-class meals.” Middle Eastern Non-Food Supplier 
Respondent 70 also shared that “some of the airlines want to even very little catering in the 
economy department… and then maybe just concentrate the catering in the first class and 
business class, at least for the domestic routes.” For these reasons, “for the caterers, there 
will be less of these premier meals being uplifted” (European Airlines Respondent 51). 
European Food Supplier Respondent 18 provided an example: “before we supplied 
products to the economy class version, and now we're going to serve the same products to 
the business class version and the business class is going to first class. So, there we see a 
movement from the products going from economy to business and from business to first.” 
He concludes by stating that “it's the same products we were supplying 5 to 6 years ago for 
the economy is now in business class.”  
 
Indeed, “all classes are impacted” (Asian Airlines Respondent 76). Yet, in terms of 
volume, “in the first and business class, its affect is less comparing to the economy.” (Asian 
Airlines Respondent 76). European Airlines Respondent 84 clarified that “it's business class 
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– where there is a deep impact, and on economy class, it's just a question of capacity” 
(European Airlines Respondent 84). The ‘tangible impact’ of the economic downturn, 
according to North American Caterer Respondent 5 is that “airlines have taken product off 
the flights, food off the flights.” European Caterer Respondent 47 added that “the airline 
spend less and less money on the food as they try to save on everything and on food too.” 
Evidently, “the airline catering is modifying itself due to the raising of the costs…this is 
especially true on the short travel lines. They tend to keep the costs and don't give people 
too much things to eat… the tendency is to cut completely on the short lines and to increase 
on the long lines travels.” (North American Food Supplier Respondent 14).  
 
Meals and Amenities Reduction 
 
North American Non-Food Supplier Respondent 44 believes that “as far as airlines and their 
service levels, there is always a cut-back.” For example, “the food has to be served in small 
quantities but the amenities will be reduced like it was done in the past cycles“(Asian 
Caterer Respondent 28). “If they have to re-budget, what they will do is possibly look to put 
pre-packaged foods, more snacks” (North American Non-Food Supplier Respondent 44). 
However, European Food Supplier Respondent 26 argued that “many companies are cutting 
down the costs and some of the companies they don't give you a snack anymore!”  
 
For the items of necessities, clearly the demand is still there, although there may be some 
changes in the kind of items required and how it is being served. European Food Supplier 
Respondent 19 illustrated the point: “They need bread….yet they would cut down on the 
bread when they are serving normal meals…or maybe they have bread but it's another type 
of bread… and now when they are offering smaller lunches like soup …where you need to 
have something that will fill your stomach … and then you fill more with the soft bread.” 
 
On the other hand, any items and/or services considered luxury or extras are being cut down 
to the basic and minimum necessities. European Non-Food Supplier Respondent 59 
suggested that “a lot of airlines … reduce the cost on products they don't need … like 
amenity packs…because if you don't need some products or support… you need to save 
costs.” North American Non-Food Supplier Respondent 60 put forward a message that 
“obviously, the luxury items are the items that are to the discretion of the customer, we're 
not seeing customers add products at this point.” As an example, European Food Supplier 
Respondent 75 suggested that “certainly in flight services, there's a general move to cut out 
any extras so ‘a desert product’ and such would be considered to be an extra.”  
 
Furthermore, reduction in the meal offers can take many forms. Middle Eastern Caterer 
Respondent 32 explained: “we are seeing some menu cutting or they are reducing the 
number of meals and they are reducing even the size of meals” North American Caterer 
Respondent 55 also shared: “we are still flying quite high menus because we organised 
those like 12 months ago. But in the next meal presentations, we are probably going to have 
to offer lower budget which will be probably in force in Autumn or something.” 
 
Purchase on Board Option 
 
Additionally, there are also tendency to adopt purchase on board option rather than 
the complimentary option. According to North American Caterer Respondent 29, “we may 
see a decline in the amount of food that goes on board planes even more …and probably 
asking …more for the consumers to purchase versus giving away food.” European Food 
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Supplier Respondent 18 added that in fact, “we see an increase of the buy on board range, 
… a down-crease of the serving of free meals, so everything is buying onboard.” Even so, 
European Caterer Respondent 72 foresees that the passengers – “they'll buy a lot less 
onboard.” Will there still be complimentary meals at the end of the day? European Rail 
Respondent 81 discussed that for example in Europe after 9/11, “nobody really took back 
the full service onboard again, but I think those that have full service onboard still that they 
will re-organise this to see what they can do there, those ones who are already have leaner 
mean situation probably will keep that as such.” Perhaps, the answers will depend on the 
differentiation the airlines are trying to portray [see: Revisit Marketing Strategy Section].  
 
Changes in Purchasing Attitudes 
 
As a result of the changes that took place in the industry, there is a major change in 
the purchasing attitudes. As Middle Eastern Food Supplier Respondent 30 suggested, “our 
customers see a change in purchasing attitudes… they will look for still cheaper solutions 
… and quantity going down also.”  
 
One of the major changes includes higher demand for cheaper solutions, low priced, 
discounted items. European Food Supplier Respondent 20 stated that they witness “more 
action… promotions with fierce price-droppings… they want more for less prices.” Indeed, 
“everybody is looking for discounts” (European Food Supplier Respondent 26). According 
to European Non-Food Supplier File 59, “airlines will always expect, especially when there 
is an economic crisis, for us to give an offering of some kind of discount and be creative to 
reduce prices.” Additionally, the industry does not only ask for even lower price, but also 
for “delay in payment” (Middle Eastern Food Supplier Respondent 20).  
 
At the same time, there are “more and more customers who ordered less 
products…even though before they ordered much more products” (European Caterer 
Respondent 17). For example, North American Non-Food Supplier Respondent 44 
suggested that “less product is ultimately used because of the menu changes… thus it’s no 
really going to keep the product at higher levels.” North American Non-Food Supplier 
Respondent 31 also shared that “the airlines with my products are just burning off excess 
inventory that they haven’t been using… They’re staring to call for more goods, but it’s not 
the same volume as previously.” Indeed, “they are not calling as much stock off as they 
perhaps used to because obviously budgets are being controlled quite tightly” (Middle 
Eastern Food Supplier Respondent 23).  
 
Middle Eastern Caterer Respondent 6 explained the changes: “lead-times are 
different in the supply chain. Where there was an expectation where people hold a large 
volume of stock, now they won’t. So the expectation will be on a supplier-based relationship 
that they can actually get product quick in fast and new product development in shorter 
lead-times.”  
 
The industry is also “looking for easier or cheaper ways to get the products” 
(European Food Supplier Respondent 20). As North American Caterer Respondent 29 
suggested, “a lot of our customers have come back to us asking us to reduce costs and find 
ways to do things cheaper and more economically.”  This could mean using frozen meals 
instead of fresh meals, and the use of local produce (North American Caterer Respondent 
55). Asian Non-Food Supplier Respondent 16 also commented that “most of the users …are 
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changing their budget from high products - high price to very low priced ones ... some of 
the airlines they are using disposable one – very cheap products to reduce their budget.” 
 
Another tangible impact of the economic downturn is that some of the projects are 
delayed and/or cancelled. Comments surrounding this issue were echoed by some 
respondents.  
 
“There are a lot of projects that has been delayed… It looks like we are race 
management….our project are kept on hold…to see what's going on.” (European 
Food-Supplier Respondent 12) 
 
“I have some project that was stopped.” (European Non-Food Supplier Respondent 
22) 
 
“Companies are cancelling their orders.” (European Caterer Respondent 42) 
 
“Basically any of the large projects that were being worked upon to refurbish the 
cabins have been put on hold.” (European Non-Food Supplier Respondent 48) 
 
Some respondents go further to explain that some companies may only put their 
order on hold, but necessarily cancel the orders. European Non-Food Supplier Respondent 
65 shared that “It depends. If you have a long term contract, long term arrangements, 
contractual arrangements, or if there is a major investment which has been planned last 
year, they won't cancel that - perhaps delay it but not cancel.” European Non-Food 
Supplier Respondent 89 suggested orders of some products e.g. bigger equipments are not 
immediately affected, but smaller products “may be affected immediately because there is a 
stop on purchasing.” 
 
Similarly, European Non-Food Supplier Respondent 66 explained that “many of the 
project will be put be put on hold but not… cancelled, however we do not expect it to last 
for more than a period of let's say 6-8 months because many of the caterers have to do 
something and they cannot afford to put it on hold for longer time, many of them have their 
budgets for 2009, that means they will be more or less forced to spend the money in 2009.” 
As a result of this circumstance, some companies are switching partners (European Food 
Supplier Respondent 27), while “some will vanish and for others it's a new chance to get in 
the branch” (European Airlines Respondent 84). 
 
CONTRIBUTING FACTORS 
 
Some respondents pointed out that there are a few other contributing factors that 
have significance in giving rise to the impacts of economic downturn in the travel catering 
industry. 
 
Unemployment Rate 
 
It was also suggested by many respondents that the drop in passengers’ confidence, 
which is mainly due to unemployment rate, is the main factor of the reduced passenger 
numbers and changes of the consumer behaviours. As put forward by European Airlines 
Respondent 3, “all it comes down to is the impact on the unemployment rate. That's all that 
the whole world needs to worry about.” Asian Non-Food Supplier Respondent 15 also 
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suggested that “as an industry, we have been impacted a lot because not so many people 
want to travel a lot at this moment because the unemployment rate is increasing.” European 
Non-Food Supplier Respondent 2 also pointed out that “the figures of the number of people 
that are unemployed are growing…so a lot of people are going through some pretty difficult 
times right now.” European Food Supplier Respondent 13 added that “people are 
worried… because a lot of people lose their job.” Certainly, “it's not good news for our 
industry” (Asian Non-Food Supplier Respondent 15).  
 
Indeed, “unemployment rate determines the market” (European Airlines Respondent 
3). Its drop clearly contributes to the decline in business and leisure passenger numbers. As 
suggested by European Food Supplier Respondent 12, people “want to spend money on 
other things maybe, not on travelling.” Especially, because to some “air travel is still an 
elitist thing so obviously is when you have the money that you go by air but if you don't you 
find an alternative” (African Airlines Respondent 35). Clearly, there is an “impact on 
people's ability to spend… thus, it has impact on the air travel” (European Food Supplier 
Respondent 83). 
 
European Food Supplier Respondent 52 suggested that “the first thing that will need 
to be done is to restore confidence.” Because, according to European Airlines Respondent 
3, “as long as the people have job they will continue on consuming, and as long as the price 
is affordable, which is far beyond more affordable today then it was 20 years ago.” So, the 
situation had a cause-effect reaction: “it's cyclical, income, reflect, so forth and so forth” 
(Middle Eastern Food Supplier Respondent 23). 
 
Fuel and Material Cost 
 
Various factors contributed to the need to cut cost. According to some respondents, 
this includes the fuel and material costs, among other factors. North American Caterer 
Respondent 39 shared that “the things with the fuels and all that stuff have been a little bit 
critical." European Food Supplier Respondent 13 agreed by stating that “ the situation all 
depends on many things altogether, like fuel costs.”  
 
According to North American Caterer Respondent 5, “fuel is the big thing of that, 
they should all be profitable now because fuel is pretty cheap, but I think probably most of 
them bought fuel at last year at the higher prices.” Recently, “the fuel costs lately went 
down again” (European Food Supplier Respondent 13). In that sense, “obviously, the lower 
fuel price is helping” (European Caterer Respondent 57).  
 
In addition to the fuel costs, other costs are also raising. As North American Airlines 
Respondent 85 shared, “this is probably really bad right now because not only fuel cost was 
really high, but also rising costs.” Yet, Middle Eastern Non-Food Supplier Respondent 70 
pointed out the fact that “the oil prices have come down, so that one major cost is down… 
for an airline, fuel cost is 40% and they have made a big saving there, now the other saving 
is just inefficiency. So, the question is how they can control or reduce wastage, that's all.” 
To solve this situation, Asian Caterer Respondent 43 suggested that “we have to go to 
uniformity, the rates and the oil price need to be controlled.” European Non-Food Supplier 
Respondent 63 also suggested a way to control cost: “also taking weight off the airplanes 
which is fuel saving.” 
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Currency Exchange 
 
Finally, some respondents indicated that the significant impact of currency exchange 
in their operations. The fluctuation of the currency could bring both advantages and 
disadvantages. The following examples are given by the respondents about UK as a market 
place. As European Food Supplier Respondent 8 stated, “With the Pound sliding so much 
towards the Euro, they've backed out of all of that business so they're quite prepared to 
walk away from 5 million entrées a year and focus on another area where they feel that it 
will make them more financially sound. So, they'll focus on more European carriers that are 
using the Euro as their currency, so in some ways the Pound is against us.” For this reason, 
UK’s financial position as a region is facing some difficulties. European Food Supplier 
Respondent 27 stated that “In the UK for us, it's also an issue for the Pound, so in that case 
the UK's a bit more difficult than rest of Europe.” European Food Supplier Respondent 27 
On the positive side, “American tourism is growing in the UK because there's never been a 
time when the Dollar's been so strong. Tourism in the UK now is growing because it's a 
great time for people to visit the UK.” (European Caterer Respondent 1). Also, because 
“very clearly the UK Pound is very weak at the moment, so a lot of British people who still 
can afford to fly are going to destinations which don't have the Euro, so… there'll be a shift 
in travel, with low costs” ( European Caterer Respondent 1). Thus, the leisure market in 
general, both local and incoming, are opportunities that can be tapped in the industry.  
 
For those with international clienteles, the risks depend on which country and which 
currency they are dealing with. Although the opposite could be true as discussed earlier, this 
in some cases could increase profit. As European Food Supplier Respondent 56 stated, “we 
are doing business around Europe and the world and the food industry as well so, we’re 
sharing- we're spreading the risk…The Euro situation is helping us… basically one year 
ago you would have got €1.40 for £1 and today it's €1.05-1.10 so when you're invoicing 
your customers in Euros, obviously your increasing your margins without increasing your 
prices which is an ideal situation, and we're invoicing a lot in Euros.” 
 
In general, those purchasing products in other currency finds business to not only be 
expensive (European Food Supplier Respondent 20), but also very critical and that it could 
really result in a decrease of the operations of the industry (North American Caterer 
Respondent 39). Indeed, the current situation creates some uncertainty within the industry. 
European Food Supplier Respondent 56 stated that “What I'm saying today might not be 
valid in a couple of months… what's the trend… it's very uncertain for a business like us… 
we used to have this uncertainty on the purchasing side, but now it's on the selling side as 
well so it's hitting or benefiting us both ways.”  
 
With the current situation, a lot of companies (mainly suppliers) now consider 
expanding their market to new region in order to gain some advantage of the current 
currency situation. As European Food Supplier Respondent 8 suggested, “with the decline 
in the American Dollar or Canadian Dollar against the Euro, we're now in a better position 
to be able to start and supply North America with product so while you take away from one 
side, it opens up another opportunity for us as a manufacturer to supply products in another 
marketplace” 
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The Media 
 
The respondents also suggested the critical role of the media in creating perceptions 
in the market. It is believed by some respondents that the current drops of consumer 
confidence (e.g. fears of travelling and spending) are due to the over-dramatised portrait of 
the actual situation by the media.  
 
As Middle Eastern Food Supplier Respondent 23 stated, “I don't see that it's been 
heavily impacted as much as perhaps the media makes it sounds to be... there is some 
economic down turning but I don't think it's greatly as bad as has been blown.” Agreeing to 
this, Middle Eastern Food Supplier Respondent 23 stated that “I strongly think it's the 
media that has been just bombarding people with bad news and scaring them away. I don't 
think it's that bad as the media puts it to be…It's 80% truth 20% fact…and that is just 
scaring people”. Similar, European Caterer Respondent 72 agreed that “the media are 
blowing it up out of all proportion and making and calling it a crisis and everybody believes 
it.”  
 
The problem, according to European Non-Food Supplier Respondent 63, is that 
“when the major headlines go, the unemployment goes because it's a great excuse to get rid 
of people.” European Airlines Respondent 3 suggested that to overcome this adverse impact 
of media, “people should stop feeling scared of something that hasn't affected them and if it 
affects them, then sit back, think what is it they need to do themselves internally, everyone 
will find their own solution to survive and adjust.” Similarly, European Rail Respondent 4 
suggested that we should “take what they say in the press only to some extent.”  
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III. IMPACTS WITHIN SECTORS 
 
The respondents were also asked on their opinions on the impacts of the economic 
downturn within sectors. The respondents highlight both some similarities among sectors 
and differences between them. Airlines’ current focus is its efforts to maintain passenger 
numbers, as well to cut cost and maintain services. Caterers’ focus is in reducing costs and 
innovating new process, while suppliers’ focus is on innovating products as well as process. 
 
SUPPLY-CHAIN NETWORK 
 
Most respondents pointed out that all sectors are equally impacted by the downturn. 
The reason, according to most respondents, is that indeed it is a chain reaction across the 
supply-chain. For example, Middle Eastern Caterer Respondent 32 explained: “I think it's a 
chain…probably airlines will experience more because... they are dealing with the 
customers directly rather than catering which is dealing with the airlines as one entity so I 
think the effect on airlines will be more great, however, the effect on airlines will affect also 
the catering and supplier of airlines, so it's a chain and I think relatively will be the same 
effect.”  
 
Other respondents shared similar view:  
 
“It will affect the airlines and then it will push the effect to the caterers 
and then they will push it to us, the supplier … it will be the chain.” 
(European Caterer Respondent 42). 
 
“When there are problems for the airlines there will be problems for the 
caterers, there will be problems for the suppliers and at the end there 
will be problems for the factories. So it's a circle.” (European Food 
Supplier Respondent 53). 
 
“It's going all the way to the supplier; the airline is asking the caterer 
for a cheaper menu so of course the caterers are going to ask the 
suppliers for cheaper products.” (North American Caterer Respondent 
55) 
 
“It hit the airline first, then you can see the impact on the caterer and suppliers.” 
(Middle Eastern Airlines Respondent 73) 
 
“Less volume for the caterer, therefore there's less volume, there are less 
passengers, there are less flights, there are less meals, therefore that goes 
back to the supplier as well.” (European Caterer Respondent 1) 
 
“The impact… inevitably is probably similar. It probably is similar across the 
board… it does affect everybody.” (Middle Eastern Non-Food Supplier Respondent 
68) 
 
As the above comments suggested, all sectors are impacted. According to European 
Food Supplier Respondent 27, “all over the industry it will be difficult.” Indeed, European 
Non-Food Supplier Respondent 22 come to an understanding that “the impact is reaching 
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all the sectors with no discrimination…for airlines, caterers, every sector - all part of the 
chain, all the production chain, all the services.”  
 
AIRLINES: FIRST TO RECEIVE IMPACTS 
 
Although some respondents suggested that all sectors are to receive impacts, some 
respondents also suggested that airlines are likely to be the sector that is impacted the most. 
As European Caterer Respondent 1 suggested, “it's particularly acute in aviation at the 
moment”. European Non-Food Supplier Respondent 2 rationalize that “airlines are 
definitely going to suffer more because it's a relatively expensive industry, and with a drop 
in passenger numbers they're going to suffer and you might find that, for example, people 
are switching to cheaper alternatives for example, taking the train…” The sector is 
particularly sensitive, perhaps, according to North American Caterer Respondent 5, “the 
airlines have not been making money for years.” European Caterer Respondent 42 pointed 
out that “the economic downturn affected much the companies such as Airbus or Boeing 
because companies cancelling their orders so they have much more impact. In turn, the 
airlines feel the impact much more than the rest of the sectors.” 
 
For operators other than airlines, it is likely to be a different situation. According to 
European Rail Respondent 81, “it will have an impact on the totals of a value chain of the 
airline industry and for the travel channel in general - air, rail and sea. In sea on the 
cruising side, less tourists are booking or they're booking but with lower packages. On the 
train, I think the train will probably survive especially on mainland Europe”. He 
commented further that “I have the impression that for the airlines in general I think the 
total supply chain and the value chain will suffer from it.” Asian Food Supplier Respondent 
41 also made a point that the situation in the aviation industry may be more critical than in 
the rail industry: “for the airline business it is big difference because airlines … they 
depend on the tourist, how many people move to country to country, but the train, the train 
business is quite small…just limited areas so are not impacted as much.” 
 
Within the airlines sector itself, the main concern is on the decrease in passengers’ 
number, which translates into a decrease of premium class passengers. This, therefore, has 
impacted scheduled carriers more than others. As European Caterer Respondent 1 
suggested, the impact is “probably higher in the scheduled airlines and the leisure airlines 
because the scheduled airlines so much of the traffic is driven by business, and at a time of 
economic downturn at the moment especially affecting the financial industries…. You've got 
less of those sorts of passengers travelling; therefore there isn't the same level of income 
coming into the airline.” European Airlines Respondent 51 suggested that “especially those 
are mainstream airlines - they have business and first class aircrafts only. Thus, the 
mainstream carriers are the ones who are really affected and we can see that it is coming 
down.”  
 
As European Non-Food Supplier Respondent 65 noted, “the airlines are affected 
because a lot of premium traffic, first class, business class, is breaking away, people have to 
fly but they fly economy.” As a result, according to European Food Supplier Respondent 75, 
“most of the airlines are noticing a move downgrading so they're perhaps 30% down on 
business class, first class down to business class, business class down to economy.” This 
has further impact, in which “the airlines will cut their costs on in-flight catering like meals 
in business-class and economy-class and the last few flights …. they start to cut down on the 
business - even on the business-class meals.” (European Food Supplier Respondent 13). 
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Middle Eastern Non-Food Supplier Respondent 70 shared that “some of the airlines want to 
even very little catering in the economy department… and then maybe just concentrate the 
catering in the first class and business class, at least for the domestic routes. For the 
international routes they will continue but domestic route maybe they go- the major airlines 
go as economy airlines.”  
 
Clearly airlines serving premium class are highly impacted, while perhaps airlines 
servicing economic class are better able to cope. Similar to the view of most respondents, 
European Food Supplier Respondent 18 shared that “we see a movement from the low cost 
fare.” European Caterer Respondent 1 also suggested that some passengers who still travel, 
do not only switch to the economy class but also switch to low-cost airlines: “there'll be a 
shift in travel, with low costs… low cost volumes are still quite strong because it's still a 
very cheap way to travel.” Furthermore, according to European Caterer Respondent 72, 
“not only that less people will travel in business class…people will travel on the low-cost 
but also they'll buy a lot less onboard.” [also see: Purchase on Board Option Section; From 
Premium to Standard Class Section].  
 
Finally, some respondents agreed that low-cost sectors perhaps are the aviation 
sector that is impacted less, even gaining from the situation. European Airlines Respondent 
51 suggested that “it's not so much impact on the low cost carriers because their models are 
different.” European Caterer Respondent 72 also pointed out that “while the legacy carriers 
will suffer the most…i.e. business class will suffer the most and first the premium cabins, I 
think low-cost may well gain.” In one way or another, according to Asian Caterer 
Respondent 28, it perhaps is a good thing, because “the low cost is already there in many 
sectors and that will help to generate new traffic.”  
 
Middle Eastern Non-Food Supplier Respondent 68 illustrated how the impact of the 
current downturn on the airlines are also impacting on the caterers and suppliers: “if people 
are not flying then obviously the airlines … are not producing so many…or the same 
amount of meals; …and then caterers and suppliers … who supply the airlines are losing as 
well because our orders are being cut as well and so on.” North American Caterer 
Respondent 5 also voices his opinion that “the caterers, the suppliers behind the airlines 
have done quite a lot to try to make themselves very lean, very efficient for years because 
they've been squeezed by the airlines, but at the end of the day ... there is a problem because 
the airlines are not making money.” 
 
CATERERS: LESS MEALS – MORE DISCOUNTS 
 
More specifically, some respondents commented on how the caterers are being 
impacted. According to European Caterer Respondent 42, “there will be some affects such 
as the cost-cutting of the airlines, … so it will be another impact on the catering revenues.” 
Clearly, this is because there are “more pressure on fare…, therefore the airlines are 
looking to save cost in catering” (European Caterer Respondent 1). Thus, “for the 
caterers… it's difficult to maintain the business” (European Food Supplier Respondent 27). 
 
One caterer shared that “what we understand from the airlines that traffic is down 
by at least 20% in our part of the world, so of course that affects the catering… some of the 
airlines want to even very little catering in the economy department because of that and 
then maybe just concentrate the catering in the first class and business class, at least for the 
domestic routes.” (Middle Eastern Non-Food Supplier Respondent 70). He adds further that 
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“the demand for international routes will continue but domestic route maybe they go – now 
the major airlines go as economy airlines.” Another caterer explained that “since we are 
catering some airlines, we are seeing some menu cutting or they are reducing the number of 
meals, they are reducing even the size of meals which is of course, affecting our revenue” 
Middle Eastern Caterer Respondent 32  
 
According to North American Caterer Respondent 29, “specifically being caterers, 
a lot of our customers have come back to us asking us to reduce costs and find ways to do 
things cheaper and more economically as a result, because if they're not making money they 
can't spend it.” The problems are that this is not the first time that caterers exercised cost-
cutting activities. According to North American Caterer Respondent 5, “most of the 
catering companies I'm working with have been tightening their belt and, and making 
economies of scale for years and they've already faced a lot of lay-offs and a lot of cuts.” 
 
Another root of the problems is that meeting the margin is fairly difficult due to the 
increased material cost. Asian Caterer Respondent 43 shared: “there are a lot of impact for 
us because we are the caterers… we cannot decrease the price further because… all the 
raw material cost has increased, but we cannot demand or we cannot increase the rates of 
the airline because the airline is not in position to pay so we have to control the cost and 
some other things. “ 
 
SUPPLIERS: COPING STRATEGIES 
 
From the suppliers’ point of view, their main task is to meet the need of their 
customers, be it airlines or caterers. Nevertheless, to meet the demand could be a challenge 
as it involves not only cost-cutting but also product innovation. Most suppliers are aware of 
the heightened competition: “as a supplier we have to do more our best to present our 
products for the right price while there's more competition.” (European Food Supplier 
Respondent 27).  
 
The suppliers are also aware that there is a need to produce a more effective and 
efficient product. Even then, in the current circumstances new products do not enter the 
market easily. On the positive side, there is opportunity for suppliers with cutting edge 
products. As European Caterer Respondent 57 suggested: “It's more difficult to get a new 
product in because obviously the airlines are beginning to cut spending on anything to do 
with catering… At the same time, it's a great opportunity for new businesses and new 
products. When you're going in offering weight-saving, space-saving and money-saving for 
the airlines, it's a really good opportunity. You just have to be able to overcome that initial 
problem of outlay. But, it certainly is a difficult climate to sell in for new companies.” 
 
There are some shifts in the relationship within the supply chain. Some suppliers 
suggested that there are some changes with whom they work closely. In the example of 
European Food Supplier Respondent 24 their end-user remains the same: “it's airlines that 
impact us the most because we deal directly with the airlines not the caterer.” Yet, for 
Middle Eastern Food Supplier Respondent 23 there have been some changes: “Our 
businesses have shifted. If we look at our end user, it was always the airline, it seems like 
we were working more closely with the caterer now because in the economic downturn you 
start to reduce labour and so forth…. If caterers start to reduce their labour to match the 
reduction of flights then we become much more attractive because …then they can just 
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assemble so then they can start to eliminate cooks and so forth and just focus on assembly 
and putting it onto a plane.” 
 
Some non-food suppliers also stated that although all are impacted, the impacts 
varies depending on their products. For example, European Non-Food Supplier Respondent 
66 suggested that “the impact might be a little bit bigger for us because our equipments are 
one the of the highest investments that caterers will do… the most expensive… so this might 
have a slight higher impact than for example products which are in a lower price range.” 
Yet, he assures that because their product is of high need product, “caterers cannot afford 
to leave it out for a long time.”  
 
Another respondent suggested that airlines aim to cut down on any expenses, 
including amenities. As Middle Eastern Non-Food Supplier Respondent 70 suggested there 
has been thoughts of cutting down on the number of pages of magazines, and even to cut 
down menus, and make them digital and with no advertisements. 
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IV. IMPACT WITHIN REGIONS 
 
When the respondents were asked whether these impacts are similar or different 
across sectors, respondents had contrasting opinions. The majority of them suggested that 
first of all it is a global problem, in which all regions are impacted. Then some respondents 
elaborated further on the similarities or differences across regions.  
 
A GLOBAL PROBLEM 
 
Respondents from across sectors and regions indicated that this is, indeed, a 
worldwide problem – a global problem. Their comments are follow: 
 
“I think it's a global problem” (European Non-Food Supplier Respondent 
34) 
 
“It is affecting international markets…globally” (Asian Caterer 
Respondent 43) 
 
“It is a general problem that we have in the whole world.” (European 
Food Supplier Respondent 45) 
 
“Right across the world this is the same… you talk to anybody in the 
world… everybody's undergoing this in the industry” (European Non-Food 
Supplier Respondent 21) 
 
“The impact is worldwide…” (European Food Supplier Respondent 24).  
 
“I think it's worldwide…across sector as well…” (Asian Non-Food 
Supplier Respondent 46) 
 
“The recession is the whole world.” (Asian Food Supplier Respondent 
61).  
 
“This situation that takes around all the world.”  (European Food Supplier 
Respondent 13). 
 
In addition, a few respondents also clearly indicated that the problem is not entirely 
the problem of the travel catering industry. As African Airlines Respondent 35 reminded, 
“it is not only the travel industry, it's also the economy worldwide.” In fact, according to 
European Food Supplier Respondent 45, “it's got nothing to do with catering, …. is a 
general problem that we have in the whole world and it's going to take time and then we 
have to be patient.” 
 
Some respondents suppose that the impacts are moving from one region to another. 
“The financial turmoil worldwide that comes from the States and to a certain extent it will 
affects the tourism industry as well….on the other hand that will affects the passenger flows 
for the worldwide” (Asian Non-Food Supplier Respondent 33). In agreement, Asian Food 
Supplier Respondent 61 suggested that “the main problem is from US and that's coming to 
Europe, I think we in Asia, at the moment we're a little bit lucky”. European Airlines 
Respondent 3 explained that “the world is so connected today, what happens in the US a 
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month ago might be a- it's like a virus flu, it'll catch on to Europe, or it goes towards Asia.” 
Asian Caterer Respondent 88 explained further that “the situation is part of the 
globalisation. The place of the world is changing, so if any place of the world get something 
worse there will be implication to the rest of the world. I think this is why.” Finally, Middle 
Eastern Caterer Respondent 32 added a positive note that while this is a global problem, he 
stated that when the whole situation is over: “I think the economy will recover globally.”  
 
A few respondents believe that the impacts are fairly similar comments across 
regions. One respondent commented as follow: “I don't think any one region is more 
affected than the other… I think it's been pretty much across the board” (Middle Eastern 
Food Supplier Respondent 23). African Airlines Respondent 35 explained the fact that 
“we’re talking about people and people moving around…, so whether it's one continent or 
the other they're moving around within their continents if they're not crossing so I think it's 
just a general- it's the same impact it would have from one place to the other.”  
 
While some respondents suggested that the impacts across regions are fairly similar, 
most respondents commented on how different the impacts are across regions. Two 
respondents provided explanations on how the impact can be similar, yet different. 
According to European Rail Respondent 81, although “the impacts are depending … on the 
different regions”, “there will be across zones the same impacts.” According to Asian 
Airlines Respondent 64, “for some region is it's slightly less affected but it is affected all the 
same.” European Airlines Respondent 84 provided similar input: “it will be different … in 
different continents, but bottom line everyone is facing the same problem.”  
 
Of other respondents who emphasize on the differences on the impacts across 
regions, they provided the following comments:  
 
“It is different from one place - from one region to the other.” 
(European Food Supplier Respondent 13). 
 
“Some regions will be relatively unaffected.” (European Non-Food 
Supplier Respondent 2). 
 
“It varies from region to region, I think some are affected more 
harshly than others.” (North American Non-Food Supplier 
Respondent 60). 
 
“It varies, but each region is impacted. I do think that some are at a 
different level than others.” (North American Airlines Respondent 86). 
 
“It depends also on which country.” (European Caterer Respondent 
17) 
 
“I think it's a difference between areas.” (European Airlines 
Respondent 36). 
 
So, what actually are the differences across sectors? Some respondents provided 
further comments on how the economic downturn has impacted different regions of the 
world.  
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THE US, UK, AND WESTERN EUROPE 
 
According to Asian Non-Food Supplier Respondent 33, “it would affect Europe and 
American regions more than the Asian countries.” European Caterer Respondent 72 agreed 
that “Europe and the States are definitely going to be suffering”, and so is Middle Eastern 
Airlines Respondent 73: “ we can feel the impact it's huge and it's high in America and 
Europe.” European Non-Food Supplier Respondent 22 explained: “for strong economies 
such as US and all the major countries in Europe, the impact is being very hard… very 
strong… The impact is stronger because they are strong- they are solidated economy, they 
are on the high- they are on the top of the pyramid so it's going to be hard for them.” 
Similarly, European Food Supplier Respondent 83 stated: “the Europe and the Americas, 
they're probably worse affected.” 
 
More specifically, some respondents believe that America is hardest hit. As 
European Caterer Respondent 54 shared, “the US of course, USA that would be more 
impact” According to European Rail Respondent 79, “obviously America's going to be 
quite hard hit”. Similar opinions are shared by a few other respondents. For example: “the 
American airline has been hit the most… yes, American market has been hit the most” 
(North American Caterer Respondent 40), “especially for the American airlines, it is a big 
problem” (European Food Supplier Respondent 53). European Food Supplier Respondent 
25 explained that “it seems that for America … there will be a decrease of number of cases 
… that means that the airlines will probably reduce their buyings…America will be the one 
to reduce first, yes, in terms of number of cases to be served onboard.” Similarly, European 
Food Supplier Respondent 52 stated that “in America, their airlines are having lesser 
flights to one destination, having four maybe five a day now only three a day, so it has an 
impact.” 
 
Yet, one respondent suggested that “although the United States is going to suffer, 
but they're not going to suffer for as much as for example, Europe, and Africa” (European 
Non-Food Supplier Respondent 2). Nevertheless, as European Food Supplier Respondent 
19 explained: “but, the US …. it's like your big brother over there and if things goes bad 
there, I mean you can see it after a while here in Europe as well.” It is likely that what 
happen in one country is to have impact on the other.  
 
A few respondents commented on how the economic downturn impacts the travel 
catering industry in Europe. European Caterer Respondent 47 stated that “Europe is in any 
case, very heavily suffering.” Although “the impact is pretty much general” in Europe 
(European Airlines Respondent 11), “in some European countries, the situation is not good 
at the moment” (European Caterer Respondent 42). European Caterer Respondent 17 
agreed and stated that “it depends also on which country…for example… the Baltic 
countries… are more influenced than Southern Europe.” European Food Supplier 
Respondent 19 provided another example: “ now I'm talking from Sweden to Europe for 
example, but there are not so many today…they are taking down aeroplanes and people are 
less than before… that's a one thing that you can see today, as the result of it.” Yet, another 
example is provided by European Non-Food Supplier Respondent 89: “It may be different 
depending on the regions. Spain is harder hit for example than Germany and the UK is 
harder hit. It really depends”  
 
The impacts of economic downturn in the UK, according to some respondents, are 
heaviest than the rest of Europe. For example, European Non-Food Supplier Respondent 59 
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shared that “I'm from England and England is quite tough at the moment.” European Food 
Supplier Respondent 8 also stated that “specifically in the UK, it has a bigger impact for 
example on holiday charters, our volumes with them are down.” Although according to 
European Rail Respondent 4 that it is possible that where it is hardest impacted is simply 
what the media portrays: “the press would have you believe that the UK is worst off than 
the others, but he couldn't say from personal knowledge.” Nevertheless, European Food 
Supplier Respondent 27 pointed out that perhaps UK is hardest hit due to the decrease value 
of British Pounds: “In the UK for us, it's also an issue for the Pound, so in that case the 
UK's a bit more difficult than rest of Europe.” On the other hand, European Caterer 
Respondent 1 shared that despite of UK being reported to be hardest hit, “American tourism 
is growing in the UK because there's never been a time when the Dollar's been so strong. 
Therefore, tourism in the UK now is growing because it's a great time for people to visit the 
UK.” [also see: Currency Exchange Section]. 
 
Although America and Europe are believed to be hardest hit than the rest of Europe, 
other parts of the world are also facing problems. The impacts may be similar, yet perhaps 
the level and degrees of impacts varies across sectors and regions. As one respondent 
explained “America will face different problems than Asia, and Europe is anyhow very 
special because we have such a huge market on the airlines running in Europe.”(European 
Airlines Respondent 84). 
 
THE REST OF THE WORLD 
 
In Asia, for example, some respondents believe that it is going show impacts as 
well, although the impacts may arrive much later. According to European Non-Food 
Supplier Respondent 22, “Asia is going to be hardly impacted too.” Yet, according to Asian 
Caterer Respondent 28, “Asia is to receive impacts … but a little later so they are not hurt 
as we speak right now, particularly the ones that are not receiving tourists, they still have a 
good load factors but they will be - if it lingers a bit longer - they will get the affect of it as 
well.” At the moment, perhaps the impact is not drastic. An Asian Non-Food Supplier 
Respondent 33 also commented: “Even like in our company which is based in Hong Kong I 
do not see this much drastic decline of passenger flow to and from Asian countries.”  
 
On the contrary, European Non-Food Supplier Respondent 89 believes that the 
impact has also arrived in Asia: “Asia in particular… has been hard hit.” But, she also 
made an observation that “in Asia, they are reacting always very nervously when you think 
of this crisis – this is a market where people tend to be very nervous whereas in Europe we 
take it more quietly.” 
 
Although some respondents believe that Asia will not receive as much impact as the 
rest of the world, e.g. “Asia and China will suffer less” (European Caterer Respondent 72). 
Some respondents actually notice the impacts these countries are having. For example, 
European Food Supplier Respondent 13 stated that “even in China where they were saying 
there was no problem… they are worried about it because a lot of people lose their job.” 
European Non-Food Supplier Respondent 22 also believes that “for countries such as 
China, it's going to be… very, very hard impact because they depend on Europe and US.” 
Giving an example, European Food Supplier Respondent 12 stated that there are also “a lot 
of projects that has been delayed in China.”  
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According to European Rail Respondent 79, “China seems to be sort of suffering 
quite a lot. We've always seen the Far East as being a major growth industry and they have 
grown tremendously and although they're growing, it's going to be a much slower rate.” 
European Food Supplier Respondent 83 elaborates that “even in China, where the growth 
rate has been like 12%, it's now 7 % and that's causing big problems in mainland China.” 
Middle Eastern Caterer Respondent 6 explained further: “the impacts in China is that there 
in the contraction of what's just coming out now was a little bit hidden and delayed but they 
had high material costs so again, as implications from the supply chain and product, a lot 
of the airlines had to adjust and their caterers to what materials they used because their 
commodities became more expensive.” 
 
Besides China, “India has been hard-hit as well” (European Non-Food Supplier 
Respondent 89). As European Non-Food Supplier Respondent 66 described that “for 
example the boom market, if you look at China or India and the general recession is 
definitely high over there because their increase of export and their infrastructure has been 
much higher than in Europe of course, so the impact might be higher over there but they 
will still get back on their feet fairly quickly I think.”  
 
The reason of the downturn in India is in the fact that “travelling by air is still 
considered more than essential… and is to be done only by the elite people so that's the first 
thing that is cut off by any corporate, by any families to control cost” (Asian Airlines 
Respondent 37). “ He also states that competition among airlines in India is high, and that 
recently more than ever it involves ‘lowest-price war’ which resulted in flights with empty 
seats.”  
 
Nevertheless, European Airlines Respondent 11 suggested that India remains to be 
the area of growth. He stated that “there are some regions which still show strong signs of 
growth, for example, India, Brazil are now two economies that I think people should be 
looking at very attentively… they continue to grow.” An insider to the region confirmed that 
despites the decrease in passenger numbers, there is still some signs of growth: “Incoming 
traffic is not there, but we in India are showing growth as against the other parts of the 
world where it is minus, where it is recession and yet it's still showing 7% plus growth so 
we still have enough to survive” (Asian Airlines Respondent 37). 
 
Another region that was discussed by respondents was the Gulf Region, more 
specifically Dubai in the Middle East. European Caterer Respondent 54 stated: “I would 
assume that there would be more impact, in Middle East as well.” European Food Supplier 
Respondent 13 also stated that “in the Middle East … more than any other places, they are 
starting to think about this.”  
 
Yet, to some respondents this comes as a surprise. As Middle Eastern Non-Food 
Supplier Respondent 70 mentioned “usually the Middle East don't get affected by 
international recession, but this particular recession has not even spared us. We also feel 
the impact - badly.” One respondent discusses further using an example of the situation of 
Dubai: “Dubai being as famous as it is and being so successful and having the most 
incredible property and leisure market going on. We believed Dubai was untouchable but 
unfortunately that's proven to be incorrect just within the last six months. Dubai is having 
problems as well” (Middle Eastern Non-Food Supplier Respondent 68). 
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A few respondents justify why they believe that Middle East will not be impacted as 
much. For example, European Non-Food Supplier Respondent 2 stated that “in the Middle 
East, they have a great deal of like, petroleum based wealth, they're going to survive pretty 
well.” On similar note, Middle Eastern Caterer Respondent 32 suggested that “especially in 
the Middle East, where the economy is only based on the oil. All the GCC countries which 
is Gulf country, their economy is based on the oil and the oil still running and the prices of 
oil is still acceptable … we still have some surplus from our previous budget since the oil 
prices was really at high last year it reached to 1.50 where we had a surplus in our budget 
… $50 billion and our yearly budget is around $18 billion so we'll be OK in the Gulf 
countries - at least for this year and beginning next year or the end of this year, I think the 
economy will recover globally.”  
 
Yet, some concerns are shared that the region receiving major impacts. For example, 
European Food Supplier Respondent 83 pointed out that there “have been cutbacks 
significantly, that has impact on people's ability to spend, it also has the ability to have 
impact on the air travel because there won't be so many workers neither ex-patriots, 
travelling to the Middle East to build, etc. so it will results in significant impacts globally.” 
Middle Eastern Non-Food Supplier Respondent 68 also pointed out that Middle East “are 
going through a major exercise at the moment to try and kind of justify what their spending 
is and why and initiate new procedures” 
 
A respondent provided an inside from his region: “we are from the area, Middle 
East, and we are a little bit affected by the downturn of the economy…we have already 
experienced the downturn…since we are catering some airlines we are seeing some menu 
cutting or they are reducing the number of meals, they are reducing even the size of meals 
which is of course, affecting our revenue ….  many people losing their jobs even in the 
Middle East; Dubai has already experienced that fact very strongly but all in all, I think it's 
going to recover.” (Middle Eastern Caterer Respondent 32). 
 
One respondent believes that this crisis is a good time for correction for Dubai.  
Middle Eastern Caterer Respondent 6 suggested that “in the Middle East there's a lot of 
discussion happening… people are concerned, Dubai's no different to anywhere else in the 
world, their contraction presently is happening in the property sector and service sector 
because Dubai and the Middle East buys everything in. They basically buy all commodities 
in and they're starting to feel contraction now.” He elaborates his view further “in my view 
it's going be a soft pillow, the Middle East, there's too much happening there… but perhaps 
it is …the correction to slow down, take stock, adjust…, and actually plan for your future 
because you can't not do that, growing at 15 and 20% a year… everything costs too much to 
live, too much to eat, the wages are too high and you can't satisfy the demand. So this 
correction if Dubai is an example is a good way to slow the economy and get it back into a 
natural growth.” 
 
Despite of various opinions on the impact of economic downturn in the Middle East 
region, not all respondents believes that the impact is as significant in the region. As Middle 
Eastern Airlines Respondent 73 shared: “we are from Middle East, and we are a little 
different from America and Europe.… in Middle East wasn't that bad.” Another respondent 
shared that “if any economy or market seems to be the stable or most stable I would say still 
the Gulf region seems to be relatively stable and for us it continues to grow.” (Middle 
Eastern Food Supplier Respondent 23).  
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Perhaps that the region is still coping, even though the growth is at a much slower 
pace. North American Non-Food Supplier Respondent 31 shared that “we are expanding in 
the Middle East and also there the last years we had a continuous expansion and now I see 
also a little downfall, it's not going really down but it's slowing down … but there are still 
some good prospects…in the Middle East there is quite some possibility to grow.” 
 
Finally, one respondent also stated that although the impacts are felt around the 
world, “the stronger markets continue to be the Middle East and Asia, and the Trans-
Atlantic routes are suffering a little bit more, maybe an extra 5% or 10% fall-off versus the 
other stronger regions.” (North American Non-Food Supplier Respondent 31). 
 
Other parts of the world are commented by some respondents. European Food 
Supplier Respondent 13 believes that the impact is “a little bit less ...for example in South 
America.” “Similarly, European Non-Food Supplier Respondent 22 believes that for “Latin 
America - it's not going to be a huge impact. There will be an impact but… it's a growing 
process… they are in development countries, so the impact is going to be not that strong.” 
Giving an example, European Airlines Respondent 11 stated that Brazil is one country 
which is likely to “continue to grow”. In fact, Latin American Airlines Respondent 91 
suggested an opposite view by stating that “we've seen incredible growth in Eastern Europe 
or in South East Asia or in Latin America. We are experiencing a lot of growth, so they will 
not be so problematic as North America and Europe will be.” 
 
For some respondents, some countries actually provided opportunities for them to 
develop their business. European Caterer Respondent 17 illustrated this: “For example, in 
Russia….for the catering sector … there is a new business so perhaps this helps us to 
survive also from the down-grading - from the other turnover.” Likewise, European Food 
Supplier Respondent 20 suggested that “we are now focussing more on other areas like 
Russia and Western Europe who are doing better at the moment.” Similarly, European 
Non-Food Supplier Respondent 80 notice the new potential or threat of the competition 
“from Far East and Eastern Europe, because they are producing materials, packaging 
material at lower prices.” Finally, one respondent notice the impact in Africa: “we have 
noticed a reduced number of passengers… in Nigeria, there are less people travelling” 
(African Airlines Respondent 35). As a final note, European Non-Food Supplier 
Respondent 2 pointed out the fact that in the recent years the aviation and travel catering 
activities in the Africa region has not been as strong as other countries, it is unlikely to be 
much impacted by the current downturn.  
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V. TIMING OF IMPACT 
 
When asked “How long do you think this current situation will have impact on our 
industry?”, the responses of the respondents vary. Some people believe it will be a short-
term situation, while others it will be a long term impact.  
 
SHORT TERM OR LONG TERM? 
 
Of those who believe that the current situation will have a long term impact, one 
stated that it will be “at least one year” (European Food Supplier Respondent 19), but it 
will take about “two years for us to rebuild it at minimum and then we’ll see if things start 
to turn around” (North American Caterer Respondent 29). In fact, some respondents 
believe that “it's just the beginning” (European Non-Food Supplier Respondent 65), and 
“this year is just the start” (European Caterer Respondent 1), in which “we only see the tip 
of an iceberg …while things are moving downwards.” (European Airlines Respondent 51).  
 
On the other hand, some respondents are more optimistic that it will only have a 
short term impact. In spite of what is said by the media, it may not have as severe and as 
long impact as it has been predicted. One Asian Non-Food Supplier Respondent 15 shared, 
“from newspapers or-and from television, they said that it maybe last 5-10 years, but I think 
it's not so serious, maybe 2-4 years.” Another respondent suggested that “maybe, it cannot 
last very long time very bad situation… after the half year of 2009, maybe the economy will 
go better.” (Asian Non-Food Supplier Respondent 16).  
 
As indicated in Table 1, most respondents believe that the crisis will last for 
approximately 1-2 years (37.8%), followed by those who believe that the impact will last 
between 7-12 months (22.2%). While only 3.3% of respondents believe that it will last no 
longer than 6 months, 14.3% believe that the impact will last more than 2 years. Meanwhile, 
some were not able to specify how long the impact will last in month/year terms. Yet, six 
respondents believe that it will be a short term impact, while ten respondents believe that it 
will be a long term impact. A few respondents did not verify their timing, but provided 
some comments. For example, one participant didn’t provide a guesstimate, but suggests 
that what really matters is that “It’s a reality that has come and we need to deal with it.” 
 
Table 1 Timing of Impact 
Timing 
0 - 6 months 3 3.3% 
7 - 12 months 20 22.2% 
1 - 2 years 34 37.8% 
2 - 5 years 13 14.4% 
Short Term  6 6.8% 
Long Term 10 11.1% 
No Comments 4 4.4% 
Total 90 100.0% 
 
2009 is a Lost Year 
 
While there is no consensus on how long it will take for the industry to go back to 
the previous state, there seem to be a consensus that recovery will take time. “It will take a 
while for it to take this effect….until everything stabilises” (European Airlines Respondent 
51). “Hypothetically, the next 8 or 12 months…we are getting a grip on everything that 
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happens right now, so that you can assess what the next move looks like.” (European Rail 
Respondent 4). 
 
Indeed, most people agreed that 2009 is the year where it is “going to be a year of 
waiting to see what develops” (European Caterer Respondent 1). It will definitely be a 
tough year, says all respondents, but “after this year… you will get strong enough again” 
(European Non-Food Supplier Respondent 59), and “the one who survives through this time 
is going to be a winner” (Asian Airlines Respondent 37). This is so, according to European 
Rail Respondent 4, because “if you get through this year, then you've probably adapted 
your business, your people, your market, to the right place to sustain beyond then.” 
 
Having said that, 2009 is not only the year for waiting and see for the changes to 
happen, which unfortunately could also translate to ‘a lost year’ (European Food Supplier 
Respondent 53) as any improvements may take time – perhaps until the year after - to be 
materialised. As European Food Supplier Respondent 25 commented, “it's a very difficult 
crisis and it takes probably months and years to digest it!” Although 2009 financial year 
could be considered long gone (Middle Eastern Caterer Respondent 6), changes that take 
place this year would provide a good foundation for the future.  
 
Finally, how long it will last remains the big question, as respondents suggested that 
it is rather difficult to guess what will happen beyond today. Indeed, Middle Eastern Food 
Supplier Respondent 30 suggested that uncertainty in itself has become one of the problems, 
by stating that: “long term planning is difficult now.” He added that the fact that we have to 
“take it day by day and look what's happening” (Middle Eastern Food Supplier Respondent 
30).  
 
It’s an Economic Cycle 
 
Some respondents believe that the current situation is only a matter of economic 
cycle, as it was in the past, which could happen “every ten years” (European Non-Food 
Supplier Respondent 2), or “every 6-7 years” (European Airlines Respondent 3). In that 
sense, the current downturn is “just a part of a regular system – another fluctuation.” 
(European Airlines Respondent 3) One respondent stated that “this is not something new, 
we see this from the previous recession as well, so…it's a short term basis” (Asian Non-
Food Supplier Respondent 46). 
 
Nevertheless, one respondent pointed out that this crisis is different than the 
previous ones as we are looking into things that we have never looked at before (European 
Non-Food Supplier Respondent 63). Perhaps, the outcome of each crisis is new ways of 
handling the issues on hand, and this is how our industry evolves. Yet, the issues that have 
not previously dealt with properly will become an even bigger obstacle for the next 
situation. 
 
THE IMPACTING FACTORS 
 
The sources of the problem seem to appear from not only outside of the industry, but 
also from inside of the industry itself. As the respondent (North American Caterer 
Respondent 5) stated, “the travel catering industry has been in a little bit of downturn for a 
long time”, and that “there has been fundamental problems that airlines have not been 
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making money for years”. Thus, he believes that “this crisis is … going to hit us for sure, 
although perhaps not going to hit our industry quite as hard as it would other industries.” 
 
On the other hand, the impact could also last longer mainly due to external 
circumstances. As European Food Supplier Respondent 75 shared, it will last until there’s 
world stability again. Middle Eastern Caterer Respondent 6 also added that “we're going to 
see the change when the capacity comes and when there's more confidence in the market.”  
 
What might keep the current downturn stay a long-term situation is that “the 
situation is driven by consumer confidence, so it will not get better until consumer 
confidence come back into the economy, there's a danger that people won't spend money.” 
(European Caterer Respondent 1). North American Food Supplier Respondent 14 stated 
similar opinion: “It will probably stay at this level for a bit until there's a little bit more 
confidence in the marketplace, and then it will go back up again but it will take a much 
longer time and .it won't hit as high as it did previously and it will not be as quickly.”  
 
Some other factors clearly have impact on the likelihood on how long the situation 
will last. For example, what international governments do (e.g. programme launched by 
new presidency in the US, financial package by the major countries) are likely to have 
impact (European Food Supplier Respondent 19; Asian Non-Food Supplier Respondent 33). 
 
As discussed earlier by some respondents, the media has a major influence on the 
consumers confidence. Based on this view, European Airlines Respondent 3 believes that 
how long the crisis will last partially depends on the influence of the media. He reckoned 
that it will last “as long as the media keep on”, and it will only stop “when the media stops 
bombarding”.  
 
Middle Eastern Caterer Respondent 6 indicated that he is not sure how long this 
recession will last for, however he shared on what he learnt about previous recessions: 
“When we're in the recession it's already started 6 months ago or 7 months, most recessions 
last for up to 14 months and you don't know until 3 months after that you've come out of the 
recession, that you're actually on the way out, even the professionals don't know. What they 
don't know now, is how long that recession will be. It takes a number of months… Then 
you're going to see change and that change is delayed…, so the change will start happening 
but it won't be realised for 6 months later.” 
 
RECOVERY TO COME 
 
African Airlines Respondent 35 suggested that although he is not sure how long the 
crisis will last, he suggested that how to deal with it is more important: “Whether it takes 
five years or ten years…it doesn’t really matter, it's a reality that has come and we need to 
deal with it...the important thing is … moving with the economy.”  
 
Despite of the speculation on the timing of the impact, respondents are certain that 
recovery is to follow. According to European Caterer Respondent 1, “it will look different; 
things always look different after a recession” In fact, some respondents have shared some 
optimistic comments about the recovery, and even the potentially positive results of the 
downturn:  
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“When the economy recovers and people will have more extra income and 
disposable income, then they'll travel again. In business they'll start travelling more 
I think it's just part of … waiting it out” (Middle Eastern Food Supplier Respondent 
23). 
 
“We had downturns in passenger figures many times and afterwards the industry 
always recovered and was better than before the crisis so we suppose it will be the 
same this year! It was no long term effect despite – it actually went down for a short 
time but the long term growth was better” (European Non-Food Supplier 
Respondent 89). 
 
The positive outlook, therefore, could serve as an incentive for maintaining and 
improving today’s performance for a better industry in the future.  
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VI. MANAGING THE IMPACTS 
 
The respondents were asked “What can we do as an industry to help ourselves to 
cope better with the current situation?” A few themes have emerged from their 
suggestions: innovation, client relationships, revised marketing strategies, rethinking 
business practice, and balancing costs with quality. 
 
INNOVATION 
 
The pressure to innovate is greater than ever before. According to European Non-
Food Supplier Respondent 2, “what's happening now is that the companies are being forced 
to innovate, forced to streamline their operations, forced to rethink their business 
practices.” In fact, companies are now “trying to come up with ideas, new innovations, 
improve their products, improve the quality and try as far as possible to reduce the cost of 
every product, that's the key work now, a lot of airlines especially are trying to look at 
cheaper operating costs” (Asian Non-Food Supplier Respondent 46). 
 
Clearly, one of the main reasons that innovation is on every company’s priority list 
is the issue of cost. As North American Airlines Respondent 85 stated, “a lot of suppliers… 
become more innovative because everyone is working with limited budgets”. Nevertheless, 
limited budgets are not the only reason. Another reason suggested by European Airlines 
Respondent 51, is that it is time to innovate. He pointed out the fact that the current 
situation “is a good opportunity… for us to reinvent ourselves, to innovate, to be leaner. 
When the market moves up, you'll be positioned to tap on the upturn.”  
 
Innovation can take form of both product and process innovation. To clarify this 
point, European Airlines Respondent 51 suggested that innovation is possible in various 
ways, “whether they come out throughout the whole experience, in-flight experience to eat 
food, or in terms of entertainment onboard and even from the point that you book your 
tickets through the travel agents, so you have to look at the whole spectrum, the whole 
process.”  
 
Process innovation can occur along with product innovation. Middle Eastern Caterer 
Respondent 6 explained further that “people are innovating products that have shorter 
lead-times of R&D for research and development, so they are getting more exciting ideas 
and presentation that actually costs less. So, they're not putting the research and 
development cost in, they're actually just putting the cost of the product in minimal R&D 
timing.” The limit on what a company can innovate is bound only by its own imagination. 
As European Caterer Respondent 57 suggested, it is possible to innovate in terms of “the 
systems and the processes and everything else,… for example to merge, have alliances with 
other airlines to be flexible in their approach to things, look at new products, look at new 
ways of doing things.”  
 
Clearly, flexibility is an important part of innovation. European Airlines Respondent 
84 suggested that the big word… is flexibility. Be flexible and be innovative, and not saying 
'…we can't do that because we haven't done it before', 'we haven't it before is'. For example, 
“if airlines want to attract…grow their market share in a declining industry,… airlines need 
to innovate, to be flexible…, instead of having the mindset where it has to be exactly the 
same as they have at the moment.” (European Caterer Respondent 57). Indeed, to pass this 
difficult period, it “is going to take innovation, a lot more radical thinking … in the way we 
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produce food, the way we serve food, because at the end of the day it's still going to be there 
for people who want it.” (European Rail Respondent 79). 
 
On the other hand, one respondent reminds us of some barriers to innovation: not 
thinking outside the box, not considering long-term and not being proactive. Middle Eastern 
Caterer Respondent 6 provided an example, “if people actually contain a contracted style of 
management, focussing only on the bottom line, and not re-investing of what's going to 
happen at the end of the continuum, when it surges up again, we're going to have a huge 
delay in process improvement in the industry. So as an example, the aircrafts - if all the 
design and development is not continually spent now to get ready for the launch of the 787 
and the new long-range aircraft, what will happen is the aircraft will come on line again 
and the industry will be behind the ball again, they won't have skilled staff, they won't have 
the supply chain, they won't be able to manage that growth again so you'll have over-
capacity again, and you'll have no skilled resources and your material supply chain will be 
out of order”  
 
So, what did the respondents really mean by “innovation” when they suggested it? 
To the respondents, innovating means: 
 
“learning to work better, smarter, more efficiently” (North American 
Airlines Respondent 85) 
 
“getting to point B but faster and cheaper” (North American Airlines 
Respondent 85) 
 
“looking at different ways to grow the business... engaging your people, 
and actually growing out of new solutions and new ideas, don't run the 
business they way the business is running now.” (Middle Eastern Caterer 
Respondent 6) 
 
“creating more efficient operations, improving our products, finding better 
materials, cheaper materials and creating better practices” (European 
Non-Food Supplier Respondent 2) 
 
“working hard, …in creating solutions, creating more products there is 
going to be price-less, cheaper, environmental friendly and basically 
innovating products.”(European Non-Food Supplier Respondent 22) 
 
Indeed, what used to work may no longer work today. As discussed briefly above, in 
order to be innovative, companies need to really think outside of the box, be willing to 
stepped back and see beyond the limits (e.g. budget). For example, European Airlines 
Respondent 3 stated that “the airline itself must get their house in order. The supplier must 
get their house in order. They must innovate and evolve along with time. What worked 20 
years ago doesn't- might not work today. What works today might not work 20 years from 
now. So you need to progress along”. Simply put, our industry needs to “break with the 
whole history. Now just try to start from the scratch.” (European Airlines Respondent 84). 
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CLIENT RELATIONSHIP 
 
With the current situation, where the margins in the industry are not very high 
according to Latin American Airlines Respondent 87, “there's a normal tension that will 
arise… in fact… they are already arising”. Latin American Airlines Respondent 87, 
therefore, suggested that “good relationships and partnerships are the essence for this 
period to get along between the chains of supply.” Furthermore, he advised that “honest 
relationship, partnerships and win-win relationships are the key to solve this issue.” 
 
As the current situation is “a global problem, European Non-Food Supplier 
Respondent 34 believes that “the only thing that we can do is to work together - to push it 
back.” Similar comments are echoed by other respondents:  
 
“There is no way out, we must stick together.” (European Food 
Supplier Respondent 53) 
 
“Work together more and harder and then to do the best out of 
it.”(North American Caterer Respondent 55). 
 
“It's all about working together.” (European Non-Food Supplier 
Respondent 63) 
 
European Non-Food Supplier Respondent 63 further commented that “there's a 
happy medium somewhere along the way. We have to work together rather than being out 
to do each other … rather than being a kind of knocking each other's heads off.” European 
Non-Food Supplier Respondent 59 agreed and believes that “competitors can co-operate… 
by finding a way on how we still can work together and help us together”. According to 
Asian Food Supplier Respondent 41, we should try to make “happier business altogether.” 
Clearly to achieve this, maintaining client good relationship within the supply chain: 
operators – caterers – suppliers, are of paramount importance. 
 
North American Caterer Respondent 5 provided an example by stating that, “the 
clever providers have looked at how they can partner with somebody else to give the better 
price that the airline is looking for.” Another example of potential coordination in handling 
the issue of reduced capacity is given by Asian Caterer Respondent 28: “If we can co-
ordinate between airlines, it would help to increase load factors and their yield. If we 
control capacity in any city pairs, it will automatically increase the load factor which is a 
direct result of revenue and then in that case we don’t have to reduce the yield”. He admits 
that although “it's not that easy as it is said, but if co-ordination is done correctly, we still 
can serve many city pairs instead of dropping them altogether and still survive.”  
 
Perhaps, the key is to “be prepared not to quite make so much money on all our 
little slices, and pull together” European Rail Respondent 79 In order to do this, we need to 
“be open to new ideas, be open to consolidations, be open to new business partnerships and 
consider working together with the airlines to find solutions to the problems” (European 
Food Supplier Respondent 83). According to North American Caterer Respondent 40, “a 
lot concept has to be changed”. [also see: Changes in Supply-Chain Relationships Section]. 
 
As a solution, European Caterer Respondent 57 suggested that “instead of having 
the mindset where it has to be exactly the same as they have at the moment - the systems 
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and the processes and everything else, perhaps we can try to merge, have alliances with 
other airlines to be flexible in their approach to things.” North American Airlines 
Respondent 85 provided similar suggestion: “partner and try and come to a solution on 
providing our customers what we need and trying to find that right price point.” Clearly, 
this will require new ways of thinking and behaving, which often involves innovation (also 
see: Innovation Section) 
 
Besides close co-ordination within and among sectors, maintaining good 
relationships with passengers as the end users is clearly important. North American Non-
Food Supplier Respondent 44 suggested that “people will fly because they have to, 
therefore we need to just keep them safe and comfortable,… it's the obligation of an airline 
to give something to the passenger in the way of food and amenities.” European Food 
Supplier Respondent 27 also suggested that we are to “make sure your business maintains 
as it is, make sure that the customer you supply to, keep them happy and maintain the 
business you have basically… maintain your service level.” Going back to this basic 
concept ‘focussing on the customer’ is fairly simple, but is often forgotten. At the end of the 
day, “it'll be the companies that know their customers best and answer the questions that 
the customers don't even know that they have, are the ones that will survive” (European 
Food Supplier Respondent 83). 
 
REVISED MARKETING STRATEGY 
 
The first suggested step for recovery perhaps is to “actually create a confidence 
with consumers… because if that confidence is not back, this crisis will carry on” 
(European Caterer Respondent 47). Although this may be a general economic issue to the 
world, there is also enormous pressure to create demand for airlines. According to North 
American Caterer Respondent 5, “the airlines have to think about how they can capture 
some of that additional money… that’s got to be the key… as they are the top of the food 
chain.” Airlines are suggested not only “to make different offers to attract the passengers to 
fly” (Middle Eastern Airlines Respondent 78), but also “to create a product that passengers 
are willing to pay for” (European Airlines Respondent 84).  
 
Revising plans and budgets in the current volatile situation is of paramount 
importance. According to European Airlines Respondent 3, although it is important to 
”always stick with the plan, but you need to revise your plan as much as you go, the bigger 
the carrier, the more you need to spend your time into looking into your cost structure and 
how it is that you will attract new clienteles.”  
 
One important focus, according to European Caterer Respondent 42, is the 
marketing strategy: “it's to make something to grow our business but also to grow the 
market.” Asian Airlines Respondent 76 also suggested to “try on every channel to boost up 
the demand, like creating the travelling business, the tourism - that could be a best way to 
create a demand.” Giving an example of the effort of the company he works for, Middle 
Eastern Airlines Respondent 73 suggested that “as we did in ourselves, we decrease the 
price to encourage passengers to travel more and more, encourage them by providing new 
services, a new concept of services”.  
 
 
Yet, revising plans and budgets and generating demands perhaps are only parts of 
the bigger picture. Positioning, according to a few respondents, is an important marketing 
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exercise to be practiced in the current situation. For example, African Airlines Respondent 
35 is certain that “it's a matter of …positioning yourself in such a way that you can take 
advantage… because travel has to be done one way or the other.” European Airlines 
Respondent 36 also believes that “there is money out there, but you have to be careful what 
product and what price your customers wants to pay, but they also want to have service. 
Because the airline industry has for many years just taken away products to their 
customers, so we have to take position in the market, either very cheap Ryanair or at a high 
end, very exclusive, almost private jet.” Also, “with the economic downturn you have to 
take two stands, either one you go for the really cheap and non-service by-products so you 
have no extras onboard or you go to the high end and you make the passenger or the 
customer pay for it so you have to choose, you can't be in the middle offering too higher 
products with low a very low price” (European Airlines Respondent 36). 
 
Finally, one respondent shared a word of wisdom that we have “to be extremely 
careful to not destroy the good work that's been done over the years in building up what I 
think is very efficient customer services on planes which enable us to differentiate between 
the different classes and the different ticket types. There will be always be a first class 
market, there will always be a business class market and an economy class market and what 
we must be careful is not to destroy those differentiations.” (European Rail Respondent 79). 
Losing these differentiations may have negative impacts in the industry’s operation. 
 
RETHINKING BUSINESS PRACTICE 
 
A major rethink of how the industry or company does business is mandatory. 
According to European Airlines Respondent 3, “failing is not because of the surrounding - 
failure has to do within the internal structure of your company, how you are very 
progressive along.” In the current situation in which a lot of companies are experiencing 
failures in their performances, thus they are “forced to streamline their operations, forced 
to rethink their business practices” (European Non-Food Supplier Respondent 2). 
 
Rethinking business practices could take many forms. A few major areas were 
suggested by respondents, for example practicing ethical business, refocusing on training 
for skills, planning revision, and seating realistic goal. North American Caterer Respondent 
55 suggested revisiting goals: “You just have to set your goals a little bit lower. We have to 
react and just make the most out of it what we get. We have to cope with the new goals - 
don't set our own goals too high… and try to reduce your costs to cope with that.” Another 
approach, according to European Rail Respondent 81, is “revising in a way all the 
processes that are in place, make sure that they are mapped out and see in which way both 
downstream and upstream, not only looking at the cost side of it, but just be smarter, more 
efficient in a way of doing so.” 
 
According to European Non-Food Supplier Respondent 2, one way of rethinking 
business practice is to “try to make things more sustainable - to make the products more 
sustainable and don't do anything dirty. Sustainable means for example, maintaining client 
relationships, using resources that are renewable and that don't harm the environment… 
basically ethical business practices in all of the different areas of your business.” Ethical 
and sustainably sound companies will prevail among others.  
 
To another, training is the key for business practice. As European Non-Food 
Supplier Respondent 21 mentioned, there is “tendency not to do any training, …short cuts 
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being taken, … things not being audited and not being looked at properly, systems at shop 
floor training not being undertaken.” This respondent suggested that we “invest our time 
and money on training because otherwise, critical situation such as food poisoning break 
out could cost you a lot more money … and could be devastating. Not talking just money, 
it's reputation, it's brand.” He reiterates that indeed, training “doesn't cost a lot of 
money…and formal training is important to make people aware. (European Non-Food 
Supplier Respondent 21). European Airlines Respondent 51 also agreed that “during this 
time, it is a good opportunity to retrain your staff.” 
 
Despite of the difficult situation, “this is a good opportunity… to reinvent 
ourselves” (European Airlines Respondent 51). Respondent 6 also suggested that the 
situation “is actually a good correction', the correction to slow down, take stock, adjust 
what you're doing, and actually plan for your future.” Perhaps, rethinking our business as 
we are building it from basic is one powerful solution to the problem. 
 
BALANCING COST AND QUALITY 
 
Looking at the cost structure, re-budgeting and reducing cost are critical in this 
period of uncertainty. As European Non-Food Supplier Respondent 2 stated: “people are 
cutting costs and they're switching to cheaper alternatives.” European Non-Food Supplier 
Respondent 80 also added that it seems that “flexibility and good quality are no longer a 
topic. They are more concerned about the price and are no longer interested in good 
service and quality.” Having said that, some respondents considered that keeping the 
balance of the right price point, maintaining the quality standard and remaining at 
differentiation point to be more important. 
 
Perhaps, the problem is trying to provide products and services that “maintain a 
certain standard but at a reduced cost and that's the challenge that we’re facing right now” 
(Middle Eastern Caterer Respondent 32). European Caterer Respondent 1 provided an 
example by illustrating the following situation: “Airlines are looking to save cost in 
catering, but at the same time maintain at least the standards. Airlines trying to save money, 
at the same time trying to maintain the service probably…As a result though, some airlines 
probably will start taking services off if they can't save sufficient costs through reduction.”  
 
Indeed, the struggle between cost and quality is a big challenge within the industry. 
European Non-Food Supplier Respondent 48 pointed out that: airlines often “look at the 
price of the product, and are trying to drive the prices down, what they sometimes don't 
look at now is the life of the product, but they should spend slightly more on a product 
because it was going to last longer whereas a lot of the airlines in this situation are trying 
to drive the prices down but the quality is no longer there and it's almost a false economy in 
some situations.” European Food Supplier Respondent 53 agreed by stating that “I don't 
think it will help to go down with the prices because our products will need to balance 
quality and prices.”  
 
Compromising quality for lower cost is not the only answer. North American 
Caterer Respondent 55 shared on how his company handled this challenge: “We're not 
going to have fresh fish and fresh fruit, exotic fruit, we're going to probably have regional 
stuff, which the quality can be OK, but probably also away from the global back to regional 
products which are cheaper but then again the quality's better probably.” Likewise, 
European Food Supplier Respondent 25 suggested a solution: “the best answer actually to 
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upgrade the offer and to reduce costs - upgrade the quality of service and reduce costs. 
That will be the right answer, to remain on the market and to give more for the same or less 
money.”  
 
From the varied opinions of respondents as shared above, it is clear that innovation 
[see: Innovation Section] and repositioning [see: Revised Marketing Strategy Section] are 
going to be helpful in addressing the situation.  
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VII. DEMOGRAPHIC DATA 
 
The respondents are well-represented across sectors, with Non-Food Suppliers 
representing the highest number of respondents (27.78%), followed by Food Suppliers 
(26.67%), Airlines (22.22%), Caterers (18.89%) and Rail (4.44%). This representation is 
illustrated in Figure 1.  
 
Figure 1. Sector Representation of the Respondents 
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The geographic profile of the respondents based on their regional representation is 
illustrated in Figure 2. This finding suggested that the respondents are diversely located in 
all continents around the world, although the majority of respondents are based in Europe 
(57.30%). Representations from other continents include North America (14.61%), Asia 
(14.61%), Middle East (10.11%), Latin America (2.25%), and Africa (1.12%). This could 
be explained by the fact that the survey was conducted at the ITCA Trade Show and 
Conference in Spain.  
 
Figure 2. Regional Representation of the Respondents 
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In terms of the respondents’ gender, the majority of the respondents this year are 
male (73.33%), as depicted in Table 27. 
 
Figure 3. Gender Representation of the Respondents 
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Finally, as depicted in Table 1, the findings suggested that about three quarter of the 
respondents have more than 5 years of experience in the industry: 6-10 years (12.2%), 11-
20 years (39%), 21-30 years (15.9%), and 30 years+ (8.5%). Only 24.4% of the respondents 
reported service of five years or less.  
 
Table 2. Years of Experience of the Respondents 
Years of Experience in the Industry 
Up to 5 years 20  24.4% 
6 - 10 years 10  12.2% 
11 - 20 years 32  39.0% 
21 - 30 years 13  15.9% 
More than 30 years 7  8.5% 
Total 82   100.0% 
 
Each respondent demographic data are provided in details on the appendix sections, 
based on respondent (Appendix 1), sector (Appendix 2) and region (Appendix 3), to assist 
readers’ interpretation on the respondents’ opinions throughout the report. Appendix 4 
provides a summary of the respondents’ demographic data: sector, regional, gender and 
years of experience representation.  
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VIII. CONCLUSION 
 
Drawings from different opinions of respondents around the world, and across 
sectors during the ITCA Trade Show and Conference February 2009 in Barcelona, Spain, a 
few important points were given prominence by the respondents:  
• The current economic downturn has shown major impacts on the travel 
catering industry;  
• While all sectors and regions are impacted, the levels and degrees of impacts 
vary across sectors and regions; 
• The question remains on how long the impact on the travel catering industry 
will last; 
• Although there is no one-fit-all solution, a few solutions (or combination of 
them) could prove beneficial. 
 
Clearly, an ability to see the big picture – across sectors and regions, and a holistic 
understanding of the current situation is a ‘must-have’ intelligence to survive in this volatile 
period. It is of extreme important to keep ourselves informed and up-to-date of any changes, 
and to keep monitoring these changes. This is so, especially because there are many 
contributing factors to business performance, and one’s ability to be proactive or one’s 
speed in taking immediate action could be the deciding criteria of success.  
 
Finally, the respondents suggested that the signs are hopeful for the recovery to 
come. Yet, it requires more than the usual hard work. As the industry is becoming more 
competitive and as the rate of change accelerates, it also takes one to be aware of the 
company’s strengths and sensitivity to recognize external opportunities to be successful. As 
one respondent suggested, “It is a learning process. It’s a very hard, difficult learning 
curve, but the industry will have to adapt to the new circumstances” (European Airlines 
Respondent 11). 
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Appendix 1. Demographic Profile Table 
     
Respondent Sector Region 
Years of 
Experience 
Gender 
1 Caterer Europe 35 Male 
2 Non-Food Supplier Europe 2 Male 
3 Airlines Europe 21 Male 
4 Rail Europe 10 Female 
5 Caterer North America 13 Male 
6 Caterer Middle East 20 Male 
7 Non-Food Supplier Europe 10 Male 
8 Food Supplier Europe - Male 
9 Non-Food Supplier Europe - Female 
10 Non-Food Supplier Europe - Male 
11 Airlines Europe - Male 
12 Food Supplier Europe - Male 
13 Food Supplier Europe - Male 
14 Food Supplier North America 3 Male 
15 Non-Food Supplier Asia 14 Female 
16 Non-Food Supplier Asia 10 Male 
17 Caterer Europe 20 Male 
18 Food Supplier Europe 5 Male 
19 Food Supplier Europe 3 Female 
20 Food Supplier Europe 2 Female 
21 Non-Food Supplier Europe 40 Male 
22 Non-Food Supplier Europe 4 Male 
23 Food Supplier Middle East 20 Male 
24 Food Supplier Europe 14 Male 
25 Food Supplier Europe 20 Female 
26 Food Supplier Europe 20 Male 
27 Food Supplier Europe 3.5 Female 
28 Caterer Asia 40 Male 
29 Caterer North America 28 Female 
30 Food Supplier Middle East 25 Male 
31 Non-Food Supplier North America 15 Male 
32 Caterer Middle East 12 Male 
33 Non-Food Supplier Asia 8 Male 
34 Non-Food Supplier Europe 10 Male 
35 Airlines Africa 18 Female 
36 Airlines Europe 8 Male 
 42 
37 Airlines Asia 22 Male 
38 Airlines Asia 1 Female 
39 Caterer North America 20 Male 
40 Caterer North America 20 Male 
41 Food Supplier Asia 20 Male 
42 Caterer Europe 4 Male 
43 Caterer Asia 3 Male 
44 Non-Food Supplier North America 25 Female 
45 Food Supplier Europe 29 Male 
46 Non-Food Supplier Asia 23 Male 
47 Caterer Europe 20 Female 
48 Non-Food Supplier Europe 9 Female 
49 Food Supplier North America 12 Male 
50 Food Supplier Europe 20 Male 
51 Airlines. Europe 10 Male 
52 Food Supplier Europe 25 Male 
53 Food Supplier Europe 1 Male 
54 Caterer Europe - Male 
55 Caterer North America 12 Male 
56 Food Supplier Europe 10 Male 
57 Caterer Europe 2 Female 
58 Airlines Latin America 1 Male 
59 Non-Food Supplier Europe 4 Female 
60 Non-Food Supplier North America 1 Female 
61 Food Supplier Asia 13 Male 
62 Non-Food Supplier Europe 5 Male 
63 Non-Food Supplier Europe 37 Male 
64 Airlines Asia 18 Female 
65 Non-Food Supplier Europe 16 Male 
66 Non-Food Supplier Europe 13 Male 
67 Food Supplier Europe 1 Male 
68 Non-Food Supplier Middle East 35 Male 
69 Rail North America 17 Female 
70 Non-Food Supplier Middle East 28 Male 
71 Airlines Europe 19 Female 
72 Caterer Europe 25 Male 
73 Airlines Middle East 15 Male 
74 Airlines Europe 25 Female 
75 Food Supplier Europe 20 Male 
76 Airlines Asia 30 Male 
77 Airlines Europe 20 Male 
78 Airlines Middle East 2 Male 
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79 Rail Europe 40 Male 
80 Non-Food Supplier Europe 14 Female 
81 Rail Europe 13 Male 
82 Non-Food Supplier Europe 40 Male 
83 Food Supplier Europe 18 Male 
84 Airlines Europe 14 Male 
85 Airlines North America 3 Female 
86 Airlines North America 19 Female 
87 Airlines Latin America 4 Male 
88 Caterer Asia 24 Male 
89 Non-Food Supplier Europe 16 Female 
90 Airlines Middle East 10 Male 
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Appendix 2. Demographic Profile Table by Sector 
     
Sector Region 
Years of 
Experience 
Gender Respondent 
Operators     
Airlines North America 3 Female 85 
Airlines North America 19 Female 86 
Airlines Europe 21 Male 3 
Airlines Europe - Male 11 
Airlines Europe 8 Male 36 
Airlines Europe 19 Female 71 
Airlines Europe 20 Male 77 
Airlines Europe 14 Male 84 
Airlines Europe 10 Male 51 
Airlines Asia 22 Male 37 
Airlines Asia 1 Female 38 
Airlines Asia 18 Female 64 
Airlines Asia 30 Male 76 
Airlines Africa 18 Female 35 
Airlines Latin America 4 Male 87 
Airlines Latin America 1 Male 58 
Airlines Middle East 15 Male 73 
Airlines Middle East 2 Male 78 
Airlines Middle East 10 Male 90 
Airlines Europe 25 Female 74 
Rail North America 17 Female 69 
Rail Europe 10 Female 4 
Rail Europe 40 Male 79 
Rail Europe 13 Male 81 
Caterer     
Caterer North America 13 Male 5 
Caterer North America 28 Female 29 
Caterer North America 20 Male 39 
Caterer North America 20 Male 40 
Caterer North America 12 Male 55 
Caterer Europe 35 Male 1 
Caterer Europe 20 Male 17 
Caterer Europe 4 Male 42 
Caterer Europe 20 Female 47 
Caterer Europe - Male 54 
Caterer Europe 2 Female 57 
Caterer Europe 25 Male 72 
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Caterer Asia 40 Male 28 
Caterer Asia 3 Male 43 
Caterer Asia 24 Male 88 
Caterer Middle East 20 Male 6 
Caterer Middle East 12 Male 32 
Food Supplier     
Food Supplier North America 3 Male 14 
Food Supplier North America 12 Male 49 
Food Supplier Europe - Male 8 
Food Supplier Europe - Male 12 
Food Supplier Europe - Male 13 
Food Supplier Europe 5 Male 18 
Food Supplier Europe 3 Female 19 
Food Supplier Europe 2 Female 20 
Food Supplier Europe 14 Male 24 
Food Supplier Europe 20 Female 25 
Food Supplier Europe 20 Male 26 
Food Supplier Europe 3.5 Female 27 
Food Supplier Europe 29 Male 45 
Food Supplier Europe 20 Male 50 
Food Supplier Europe 25 Male 52 
Food Supplier Europe 1 Male 53 
Food Supplier Europe 10 Male 56 
Food Supplier Europe 1 Male 67 
Food Supplier Europe 20 Male 75 
Food Supplier Europe 18 Male 83 
Food Supplier Asia 20 Male 41 
Food Supplier Asia 13 Male 61 
Food Supplier Middle East 20 Male 23 
Food Supplier Middle East 25 Male 30 
Non-Food Supplier     
Non-Food Supplier North America 15 Male 31 
Non-Food Supplier North America 25 Female 44 
Non-Food Supplier North America 1 Female 60 
Non-Food Supplier Europe 2 Male 2 
Non-Food Supplier Europe 10 Male 7 
Non-Food Supplier Europe - Female 9 
Non-Food Supplier Europe - Male 10 
Non-Food Supplier Europe 40 Male 21 
Non-Food Supplier Europe 4 Male 22 
Non-Food Supplier Europe 10 Male 34 
Non-Food Supplier Europe 9 Female 48 
Non-Food Supplier Europe 4 Female 59 
Non-Food Supplier Europe 5 Male 62 
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Non-Food Supplier Europe 37 Male 63 
Non-Food Supplier Europe 13 Male 66 
Non-Food Supplier Europe 14 Female 80 
Non-Food Supplier Europe 40 Male 82 
Non-Food Supplier Europe 16 Male 65 
Non-Food Supplier Europe 16 Female 89 
Non-Food Supplier Asia 14 Female 15 
Non-Food Supplier Asia 10 Male 16 
Non-Food Supplier Asia 8 Male 33 
Non-Food Supplier Asia 23 Male 46 
Non-Food Supplier Middle East 35 Male 68 
Non-Food Supplier Middle East 28 Male 70 
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Appendix 3. Demographic Profile Table by Region 
     
Region Sector 
Years of 
Experience 
Gender Respondent 
North America     
North America Airlines 3 Female 85 
North America Airlines 19 Female 86 
North America Caterer 13 Male 5 
North America Caterer 28 Female 29 
North America Caterer 20 Male 39 
North America Caterer 20 Male 40 
North America Caterer 12 Male 55 
North America Food Supplier 3 Male 14 
North America Food Supplier 12 Male 49 
North America Non-Food Supplier 15 Male 31 
North America Non-Food Supplier 25 Female 44 
North America Non-Food Supplier 1 Female 60 
North America Rail 17 Female 69 
Europe     
Europe Airlines 21 Male 3 
Europe Airlines - Male 11 
Europe Airlines 8 Male 36 
Europe Airlines 19 Female 71 
Europe Airlines 20 Male 77 
Europe Airlines 14 Male 84 
Europe Caterer 35 Male 1 
Europe Caterer 20 Male 17 
Europe Caterer 4 Male 42 
Europe Caterer 20 Female 47 
Europe Caterer - Male 54 
Europe Caterer 2 Female 57 
Europe Caterer 25 Male 72 
Europe Food Supplier - Male 8 
Europe Food Supplier - Male 12 
Europe Food Supplier - Male 13 
Europe Food Supplier 5 Male 18 
Europe Food Supplier 3 Female 19 
Europe Food Supplier 2 Female 20 
Europe Food Supplier 14 Male 24 
Europe Food Supplier 20 Female 25 
Europe Food Supplier 20 Male 26 
Europe Food Supplier 3.5 Female 27 
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Europe Food Supplier 29 Male 45 
Europe Food Supplier 20 Male 50 
Europe Food Supplier 25 Male 52 
Europe Food Supplier 1 Male 53 
Europe Food Supplier 10 Male 56 
Europe Food Supplier 1 Male 67 
Europe Food Supplier 20 Male 75 
Europe Food Supplier 18 Male 83 
Europe Airlines 10 Male 51 
Europe Airlines 25 Female 74 
Europe Non-Food Supplier 2 Male 2 
Europe Non-Food Supplier 10 Male 7 
Europe Non-Food Supplier - Female 9 
Europe Non-Food Supplier - Male 10 
Europe Non-Food Supplier 40 Male 21 
Europe Non-Food Supplier 4 Male 22 
Europe Non-Food Supplier 10 Male 34 
Europe Non-Food Supplier 9 Female 48 
Europe Non-Food Supplier 4 Female 59 
Europe Non-Food Supplier 5 Male 62 
Europe Non-Food Supplier 37 Male 63 
Europe Non-Food Supplier 16 Male 65 
Europe Non-Food Supplier 13 Male 66 
Europe Non-Food Supplier 14 Female 80 
Europe Non-Food Supplier 40 Male 82 
Europe Non-Food Supplier 16 Female 89 
Europe Rail 10 Female 4 
Europe Rail 40 Male 79 
Europe Rail 13 Male 81 
Asia        
Asia Airlines 22 Male 37 
Asia Airlines 1 Female 38 
Asia Airlines 18 Female 64 
Asia Airlines 30 Male 76 
Asia Caterer 40 Male 28 
Asia Caterer 3 Male 43 
Asia Caterer 24 Male 88 
Asia Food Supplier 20 Male 41 
Asia Food Supplier 13 Male 61 
Asia Non-Food Supplier 14 Female 15 
Asia Non-Food Supplier 10 Male 16 
Asia Non-Food Supplier 8 Male 33 
Asia Non-Food Supplier 23 Male 46 
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Africa     
Africa Airlines 18 Female 35 
Latin America        
Latin America Airlines 4 Male 87 
Latin America Airlines 1 Male 58 
Middle East     
Middle East Airlines 15 Male 73 
Middle East Airlines 2 Male 78 
Middle East Airlines 10 Male 90 
Middle East Caterer 20 Male 6 
Middle East Caterer 12 Male 32 
Middle East Food Supplier 20 Male 23 
Middle East Food Supplier 25 Male 30 
Middle East Non-Food Supplier 35 Male 68 
Middle East Non-food Supplier 28 Male 70 
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Appendix 4: Summary of Demographic Profiles of the Respondents 
 
Sector Region 
Airlines 20  22.2% North America 13  14.4% 
Caterer 17  18.9% Europe 52  57.8% 
Food Supplier 24  26.7% Asia 13  14.5% 
Non-Food Supplier 25  27.8% Africa 1  1.1% 
Rail 4  4.4% Latin America 2  2.2% 
Total 90  100.0% Middle East 9  10.0% 
     Total 90  100.0% 
Gender Years of Experience 
Male 66  73.3% Up to 5 years 20  24.4% 
Female 24  26.7% 6 - 10 years 10  12.2% 
Total 90  100.0% 11 - 20 years 32  39.0% 
     21 - 30 years 13  15.9% 
     More than 30 years 7  8.5% 
        Total 82   100.0% 
 
